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)ur customers have Storz Stations 

in their fall 




Storz Stations 

WDGY Minneapolis - St. Paul 
WHB Kansas City 
WTIX New Orleans 
WQAM Miami 
KOMA Oklahoma City 



plans . . . 



shouldn't 



you? 



[Each preferred in its own market 




today's Radio 
lor today's selling 

Toad Sto r : P'eside-* 
Home O f '.ce Onah.i 

WDGY, WHB, KOMA, WQAM 
represented by John Blair & Co. 
WTIX represented by Adam Young Inc. 
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radio & television 

Serving the greater OALLAS - FT. WORTH market 



Precision metals and precious jewels. But it 
also takes that "quality touch" of a master 
watchmaker to create such a perfect 
blending of balance and motion. 

Similarly, it takes far more than facilities to 
achieve that quality atmosphere so vital to 
good broadcasting and telecasting practices. 



3ROADCAST SERVICES OF THE DALLAS MORNING NEWS ■ EDWARD PETRY & CO., NATIONAL R 
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King Midas made things happen in Phrygia . . . and 




WPEN 



DlO 



THINGS 
HAPPEN 
IN 

PHILADELPHIA 

WPEN has proved you can produce large 
audiences without loud noises. We are the 
home of the big hit not the big beat. The 
final evidence of popularity is the cash 
register and WPEN carries more local and 
more national advertising than any other 
radio station in Philadelphia. In Program- 
ming. ..and in Sales. ..WPEN Makes Things 
Happen In Philadelphia. 

WPEN 

Represented nationally bv 
GILL — PERNA 

New York. Chicago, los Angeles. San frannsro, Boslon. Del roil. 



how to get 
AHEAD in 
Knoxville 




. . . it's easy! Just use our 
sharp signal to cut out your 
competition. WBIR-TV has 
the most top-rated shows . . . 
call your Katz Man for de- 
tails. 

WBIR-TV 

CHANNEL ~| 

KNOXVILLE-TENN. 
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PEOPLE 
work — play - LIVE 

by RADIO! 




who 

Sfc«Et>lJLE 




WHO Radio Reaches From 18% to 35% of the Total Radio Audience 
in 93 "Iowa Plus" Counties, Sign-On to Sign-Off! 



PAINTING or polishing, at work or play — 
radio is always close at hand. There's no 
other medium that sells so often, so economi- 
cally, so completely. The "do-it-yourselfer" cer- 
tainly can't mend screens while he watches 
television or reads a magazine or a newspaper. 

But selecting believable, big-audience radio 
stations for your schedule is as important as 
radio's own special appeals. 

WHO Radio is the very best in all Iowa — 
the station that is aggressive, alert, alive! 

The 93-county area Pulse Report (Feb.- 
March, 1959) gives WHO Radio from 18% 
to 35% of the total radio listening audi- 
ence — first place in every quarter hour sur- 



veyed — the balance being divided among 88 
other stations! 

WHO Radio's superior facilities, personnel 
and programming pay off. WHO is a solid 
salesman — a "pro" that people BELIEVE. Ask 
your PGW Colonel for all the details on 
WHO Radio— serving Iowa PLUS! 

WHO 

for Iowa PLUS ! 

Des Moines . . . 50,000 Watts 

NBC Affiliate 



WHO Radio is part of Central Broadcasting Company, 
which also owns and operates 
WHO-TV, Des Moines; WOC-TV, Davenport 



.^Peters, Griffin, Woodward, Inc., National Representatives 
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97.2% 

OF VIEWERS IN 

Albany, Ga. 

ARE TUNED TO 

W ALB -TV 




WALB-TV's NEW 

1000 FOOT 
TOWER 

ALMOST DOUBLES THE 
EFFECTIVE WALB-TV 
MARKET IN 
SOUTH CEORCIA AND 
NORTHWEST FLORIDA! 

• GRADE B POPULATION 
NOW IS: 

730,600 

• GRADE B TV HOMES 
NOW ARE: 

126,200 

Write for 

new Coverage Map! 

WALB-TV 

ALBANY, CA. — CH. 10 




Raymond E. Carow, General Manager 
Represented Nationally by 
Venard, Rintoul & McConnell, Inc. 

In the South by James S. Ayers Co. 
One Rate Card 



NEWSMAKER 

of the week 



Communications'' newest device, video tape, last u-eek scored! 
an unrivaled international news scoop: the historic informal \ 
meeting between two key political figures — the Soviet 
Union's iSikita Khrushchev and the U.S.' Richard Nixon. 

The newsmaker: Seldom in the realm of broadly signifi- 
cant international events has a person detached from the event been 
given either the opportunit) or the insight to become a hero on the 
world scene. Yet this is the role which Phillip L. Gundy, president of 
Anipex International and vice president of its parent Ainpex Corp., 
played a week ago. For he is the man who brought about the spon- 
taneous, history-making impromptu session between Khrushchev and 
Nixon at the American exposition in Moscow, and who instantly 
realized the import of the two men's words and actions on tv tape. 

Within an hour of the recording's completion, Mr. Gundy cabled 
the three tv networks from Stockholm and flew to New York with the 
hottest news story )et to break in the cold war between the U.S. and 
the U.S.S.R. 

The tape made ever) kind of news history last weekend. Each net- 
work aired it twice, with full English translations for the U.S. and a 
Russian translation for use by the Soviet tv network. Commenting 
to SPONSOR on the "dramatic and explosive atmosphere" between the 
two men, Mr. Gundy said the feeling nevertheless was cordial. He 
traced the tape drama as having come about spontaneously as 
Khrushchev toured the all-glass tv studio at the U.S. exhibition. 

His tajje timetable: recording made at 1 p.m. Friday: rushed from 
Moscow at 5:30 with the master print to New York (thus displaying 
a keen news sense, though he has never been a newsman) ; brought 
the tape back without official sanction; arrived in New York at 
(i:30 a.m. Saturday; worked with the networks so they could make 
copy prints; copied the master recording for dispatch to Russia by 
air that afternoon for Russian tv use. 

The U.S. had selected tv. color tv. and tape as examples of the 
ultimate in U.S. engineering and science. When Khrushchev pushed 
the tape recording button in the tv studio, he saw his own picture 
instantaneoush reproduced. Said Mr. Gundy, "He was enthralled 
as we all are at looking at ourselves!" At this point Mr. K. 
spoke his onl) English words — "Oooh. like real!" He later com- 
mended Mr. Gundy, saying. "\\ c have color tv, but 1 must congratu- 
late the engineers who developed this recording. It is amazing!" 

The next share of international limelight for Videotape recording 
will be a scheduled performance: CBS has slated both the winter and 
summer Olympics, and will (ly tape to and from Europe via London 
and Montreal, where Videotape equipment will transmit tape to 
American and European audiences. 

Mr. Gundy's final impression of the Moscow events: "It was the 
spontaneity of real life which appealed to me and which 1 realize had 
to be seen 1>\ the American people. It was liistoi) in the making!" ^ 
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The NEA SCHOOL BELL awarded WHEN-TV for the pro- The GOLDEN BELL AWARD of the 

gram, "Your Money or Your Child" as the most outstanding Catholic Broadcasters Association pre- 

local or state reporting of education during the school year sented to WHEN-TV Gen. Mgr. & V.P. 

1959-1960 by a magazine, newspaper, radio or television station Paul Adanti by CBS-TV Star Ed Sullivan 

in cooperation with a school system or education association. for overall outstanding community service. 



These two recent "BELL" PSA Awards emphasize just a few of the 
many ways WHEN-TV's outstanding programming serves and holds 
the interests of the people of Syracuse and all of Central New York. 
Regular features such as the weekly THESE THINGS WE SHARE 
series, the Saturday TEN O'CLOCK SCHOLAR series, annual OTO 
telecasts like the WAY OF THE CROSS each Easter, keynote station 
leadership. The documentary produced in cooperation with the Board 
of Education reported school conditions and presented a school budget 
over TV for the first time. 

They typify the climate of quality that surrounds all activities at 
WHEN-TV, building large, loyal audiences and rewarding many ad- 
vertisers. To share in it, picture your product on WHEN-TV soon. 

Nationally represented by The Katz Agency 



WHEN YOU WANT TO SELL SYRACUSE A MEREDITH TELEVISION STATION AFFILIATED WITH BETTER 

... - . — , »_ _ HOMES & GARDENS AND SUCCESSFUL FARMING MAGAZINES 

VV I I EZ- FNI ~ 1 V KCMO KCMO-TV/KPHO KPHO-TV/ KRMO/WOW WOW-TV/ WHEN 

CBS IN CENTRAL N. Y. Kansas City / Phoenix / Tulsa/ Omaha / Syracuse 
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a "The Giant 
Southern 



GIVES YOU ALL THREE . . . 

GREENVILLE 

SPARTANBURG 
ASHEVILLE 

. . . with total coverage area 
greater than that of Miami, 
Jacksonville, Birmingham or 
New Orleans 



82-Caunty Data (within the 100 
UV/M contour) S. M. Survey May 
10, 1959 



POPULATION 2,946,600 

INCOMES $3,584,180,000 

RETAIL SALES . . . $2,387,606,000 
HOUSEHOLDS 751,900 

Represented Nationally by 
WEED TELEVISION CORP. 



CHANNEL 4 

WFBC-TV 

GREENVILLE, S. C. 

NBC NETWORK 



RADIO AFFILIATE, "THE PIEDMONT GROUP" 
WFBC - GREENVILLE WORD - SPARTANBURG 



Reps at work 




Bill Winterble, The Katz Agency, Inc., New York, radio sales, 
would like to see ageneies give more credence to bona fide sueeess 
stories. "Success stories aren't considered by many agencies even 
when earefully documented," Bill says. "Yet an individual, isolated 
campaign constitutes an important area of inquiry. "Results stories 
can tell an ageney: One, what a 
local advertiser was trying to ac- 
complish. Two. his success in 
terms of sales gains in the market, 
immediate pull from special offers, 
store traffic reports, etc. Three, 
how the advertiser pinpointed his 
messages so as to reach the most 
likely prospeets for his product. 
Four, how the budget broke down 
between various media. Five, spe- 
cific station sehedules and how 
much money was spent. Six, how 
media was coordinated. Seven, what merchandising plans were 
used." Bill also points out that these reports often provide informa- 
tion about a market that would not ordinarily be available to an 
ageney without an expensive on-the-spot survey. "Relianee on ratings 
has made some agency people ignore the value of the success stor\." 

Tom Paro, NBC Spot Sales, New York, points out that while tv 
stations are constantly trying to create more one-minute positions 
(sueh as co-op minutes in network programs) to meet the demand, 
an increasing number of advertisers are using 10- and 20-seeond 
announcements as part of their campaigns. "Strong copy points ean 
. be made in less than one minute 

^^/tt^" and the eost efficiency and good 

adjacencies make them good 
buys," Tom says. "The average 
\BC station has about five hours 
each day and three each evening 
restricted to breaks and I.D.'s. 
Loeal news, weather and sports 
shows are sometimes in this cate- 
gory. These are normally strong 
hours for the station, adjacencies 
any advertiser would like to have." 
Tom adds that NBC Spot Sales 
stations are also experimenting with the 30-seeond break, and thai 
this device furnishes exclusivity in the normal network break plus 
the advantage of longer "sell. ' Many agencies are interested in the 
30-seeond breaks, but must adjust to the new eopy length before 
using them in quantity. "While minutes are important to many 
clients, shorter announcements can pay off for the advertiser too. ' 
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[ "MAXIMUM POWER 

"MAXIMUM TOWER" 

_ 
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"We lilce the 
station representative 

who brings us 
Suets, documentation 
and thoughtful reasoning — 
then follow tip 
with service. 
Such representative is always 
welcome in our shop." 

Philip C. Kenney. V.P. & .Woe. Media Dir.. Kenyon & Eckhardt, Inc. 




^| FORJ OE's sales executives pride themselves 
on their knowledge of the markets and sta- 
tions represented by our firm. Through con- 
stant, painstaking research and planning, 
FORJOE makes available vital, up-dated 
information. This results in efficient, effec- 
tive follow up with new material, facts and 
supporting data ... all designed for 
result-producing advertising schedules on 
FORJOE stations. 

.',110 Hith \renuv \.Y^l\JK 

forjoe-lV 

New York/Chicago/Detroit/Los Angeles/San Francisco) Philadelphia! Atlanta 
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elevision spot will spurt 
3 per cent to $424 million 
n 1959 — a height from 
Ivhere it will, be in position 

0 bid*for industry leadership — 
vhije TV. network time sales will rise 
£ven per cent to $454 million, V 
wccording to estimates 
ny authoritative sources. 

Vhy the unprecedented 
iwihg to spot? For one, - 
hing, it provides essential 
nultiple sales impressions 
md valuable cumulative 
ludience patterns^a"^^ 
^tractive costs. ^ 

I'he procession to H- 
lias been even mo 
spectacular, ^fnce its first' 
1'ear of operation in 1950, 
H-R has expanded eighteen-fo^ — 
[nore than seven times 

1 :he rate of growth of 
|:he spot medium it serves. 

he reason? Outstanding^ 
ialesmanship, among others. 



"We always send a man to do a man's job" 



Representatives 



ewYork • Chicago • San- Francisco • [lolly wood • Dallas • Detroit • Atlanta • Houston • Sew Orleans • Des Maine: 
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ZIV's NEW 
IMPACT SERIES! 



Stories that 
UNMASK THE MEN 

who run 
ORGANIZED CRIME! 





The unique idea of pitting a 
perfect law enforcer against a 
"powerful underworld adept in evil 
and equipped to. the teeth" has 

ALL THE DRAMATIC QUALITIES 

FOR SUCCESS THAT SPONSORS 

LOOK FOR IN A TV SERIES! 




Talk About Audience Response . . . 

HERE'S PROOF! 




ALABAMA'S KEY AUDIENCE— 
25,000 OF 'EM-CAME 
TO TRY THEIR KEY! 

Man, it takes drawing power to get 25,000 Ala- 
bamians to stand in line . . . uphill ... on a hot 
Sunday! It takes WAPI. That's the response WAPI 
got to its recent contest offering a new Chevy to 
the one lucky listener whose key (mailed out by re- 
quest) fitted the padlocked prize. Likewise, there's 
only one key to Alabama's top-buying audience . . . 
and that's WAPI. 



WA 




50,000 Watts*-Birmingham] 

REPRESENTED NATIONALLY BY HENRY I. CHRISTA 

*5,000 I 



Most significant tv and radio 

news of the week with interpretation 

in depth for busy readers 
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Madison Avenue tv experts think the flood of specials next season may lead to 
some important changes in agency thinking ahout research : 

1) Since the purpose of the specials goes beyond accumulating mere numbers, agencies 
and sponsors will want a different kind of guidance. 

2) Thus a whole new "feel" ahout research — with a heavy emphasis on its 
qualitative aspects — appears to be in the making. 



CBS Radio is working on a new rate card — this one tailored to the coverage of the 
Consolidated Program Plan. 

Meanwhile the network has obtained a $250,000 order from Camphell Soup 
(BBDO), with a post-Labor Day start. The schedule will run in flights for a total of 
21 weeks. 



August hillings for tv stations as a whole should he the higgest ever hy far. 

Hefty contributors to this unusually healthy situation are the eold remedies; they're 
starting their schedules six weeks in advance of normal to make sure they have the right 
spots for the season. 

Another source: the tohacco companies with their new menthol and "ultra-high 
filtration" hrands. 



Tv stations operators have heen telling agency confidantes ahout something 
that might hreak out into a real rumpus when the affiliates hold their meetings with the 
networks after the first of the year. 

In a nutshell: The stations are going to press for a reduction of the free hours 
they give to the networks to make up for the volume of spot business lost to them 
by 1) the expansion of network-sold hours, and 2) the spread of network spot carriers. 

Several of the hig-city stations apparently already have put together statistical 
studies to show what their share of the network proceeds are and what they think they 
ought to he getting. The latter, of course, is premised on steady rates but fewer free 
hours. 



Minneapolis took much of the spot tv spotlight this week. 

Placements included Gold Seal (Campbell-Mithmi) , top 10 markets for day and 
night minutes in two (lights, starting IS September; Nntrena Dog Food (Brewer), mostly 
10's and 20's for 13 weeks in midwest and southern markets; Ilamm's Beer (C-M), coming 
out of a strike and resuming spot starting with the West Coast 9 August, using minutes, 20's, 
and I.D.'s; Chung King (BBDO), four week schedule in major markets, beginning 1-1 
September. 

Buying activity in Chicago included: R. R. Williams' Wash n-Dry (Wade), 
eight-week test in New York and San Francisco, starting this month, using saturation clay and 
night minutes; Feim Bros.' Butter Briekle (C-M, Chicago), 10 weeks in Cleveland and 
Boston, starting 1 September; Paper-Mate (FCB), 25 markets, minutes only in fringe time, 
before school starts; S. C. Johnson's Klear (FCB), about 25 markets, minutes and 20's, 
starting mid-August, on a staggered basis. 



SPONSOR • 1 AUGUST 1959 



13 



SPONSOR-SCOPE continued 



In Chicago this week reps were urging agencies to persuade their clients to get 
the spot buying for the fall rolling earlier than usual so that the New York agencies 
won't get the jump on them. 

What the Chicago contingent apparently didn't know was this: A number of the New 
York agencies not only have jumped forward hut backward. 

In other words, they started out to buy one-minute schedules, found themselves 
stymied by sold-out situations in key tv markets, then hopped back to consider 20-seeond 
spots f which are plentiful) . 

If the Chicago agencies are going to enter a jump-off contest with their New York breth 
reu. it'll have to he in the direction of the 20-seeond area. 

A $ J -million outlay which had been earmarked for tv spot by Anahist (Bates) 
wound up among the network spot carriers, mainly because of local minute shortages 

That million was to apply to schedules for the last quarter of 1959. But now it will go 
into participations in NBC TV's Five Fingers and Laramie and ABC TV's Adventures 
in Paradise and Gale Storm. 

However, there's still about $1.5 million of Anahist money open to spot tv for the 
first quarter of 1960, providing enough minutes ean be accumulated by Bates within 
four weeks of starting dates. 

Indications are that American Motors (Geyer) will be back witli its Rambler 
line in spot tv in October, using 20-seconds and I.D.'s. 
Expected appropriation for this activity: $750,000. 

Schick (B&B), which has been dormant tv-wisc for a while, is coming hack to the 
medium via minute spots. 

The shaver will start off with a roster of big markets. 

The eall for spot tv availabilities for fall campaigns picked up tempo on the 
Madison Avenue front this week. 

Accounts for whom inquiries were made — mainly for minutes — included: Maxwell 
House Instant (Y&R); Maxwell House regular (Ogilvy, B&M); P&G's Tide 
(B&B); Bnfferin (Y&R) ; Latex' Isodine (Reaeh, MeClinton). 

Midwest stations can expect Capital Airlines to counter Northwest Orient Airline' 
activities in spot radio, now that Capital will be giving Northwest jet takeoff competition 
between Chicago and Minneapolis. 

Northwest has been in spot radio exclusively with about $750,000 annually 
The rate of expenditure is expected to be raised to $1 million for the last quarter of '59 

General Mills' sponsorship of four quarterdionrs this fall in the ABC TV late 
afternoon kid strip has created for Kellogg's spots a head-on product conflict situ 
ation on about 40 ABC stations. 

The Kellogg strip starts at either 5 or 6 p.m. on these stations, while the ABC cartoon 
lake off at 5:30 p.m. 

So the majority of ABC stations are taking one of these steps: 

1) Demanding that ABC schedule all General Mills commercials in a segment 
of the half-hour that will give Kellogg at least 15 minutes of protection. 

2) Moving Kellogg into better time periods at no added cost. 

3) Refusing to accept the ABC order for the General Mills strip. 
Note trade observers: This battle between spot and network interests could turn 

out to be the cause celebre of the 1959-60 season. 
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SPONSOR-SCOPE continued 



liven though there's a bonanza tinge to the spceials due on the tv networks the eoming 
season, don't overlook the mammoth dimensions of the business that network tv will 
he doing in sports. 

Since sports have proved their exceptional facility for selling goods, there's been enough 
fresh money eoming into this area to eneourage the networks eollectively to increase their 
income sights for sports during 1959-60 hy at least 40%. 

Here's a network-by-network breakdown of anticipated sports revenues (time, rights, 
production, and cahle costs included: 



\mp TAT" 

1N1>L* 1 V 




\ 1 T r> iii 

Major League Baseball 


S / ,000,000 


1 ro basketball 


T C\C\(\ C\C\(\ 

/, 000,000 


C 11 f C i 

Lavalcade 01 bports 


0,750,000 


JNCAA rootball 


5,000,000 


17**1 11 , P' 1 i 

rriaay rost-r lgbts 


c\ (\(\ (\(\r\ 

2.500,000 


World beries 


i /~ r\(\ (\r\r\ 

1,600,000 


All Star Games (2) 


1,000,000 


TVT . • ID 1 * CI 

INational howling Show 


1.000,000 


r> d i 
Kosc howl 


1 00,000 


Sugar Bowl 


I uu,uuu 


Hialcah-Mouniouth Races (10) 


500,000 


Pro Football 


■100,000 


Davis Cup Matches 


350,000 


National Singles 


350,000 


Liberty Rowl 


300,000 


Rlue-Gray Game 


250,000 


National Open Golf 


250,000 


NIT Gaines (2) 


250,000 


Pro Bowl 


250,000 


Senior Rowl 


250,000 


East-West Game 


200,000 


Pre-Game Sports Shows 


200,000 


Tournameut of Champions 


200,000 



Football Scoreboard 


S 125,000 


TOTAL NBC TV 


$37,725,000 


CBS TV 




Basketball 


7,600,000 


Pro Football 


d, 800,000 


Summer Olympics 


3,500,000 


Winter Olympics 


2,000.000 


Sunday Sports Specs 


2.000,000 


Tloekey 


900,000 


Rowl Games 


850,000 


Triple Racing Crown 


500.000 


Master Tournament 


225,000 


PGA Tournament 


180,000 


Miscellaneous 


400,000 


TOTAL CBS TV 


$21,975,000 


ABC TV 


Wednesday Fights 


5,300,000 


All-Star Golf 


1 ,500,000 


Sat. Night Football 


1,000,000 


All-Star Football 


185,000 


Miscellaneous 


300.000 


TOTAL ARC TV 


$8,285,000 



GRAND TOTAL 867,985.000 



A new addition in sports sponsors: A manufacturer of chocolate candy. 
Whitman (Aver) has taken on the Liberty (football) Bowl on NRC TV 19 December 
to sell men on the idea of making it a box of sweeties for the sweetie for Christmas. 



Both CBS TV and NBC TV are making a hard pitch at Westiiighonse for sponsor- 
ship of the tv/radio coverage of the 1960 presidential nominations and election. 

A tie-in with these events is traditional with Westiiighonse. The money will almost 
eertainly coine from the $11 million that Westiiighonse has been spending on net- 
work tv. (There's an option coming up in March on the Desiln deal.) 



The dip in seasonal average audience in daytime tv which showed up in the 
Nielsen reports for this March-April evidently has been checked: 

The May-June average was just about what it was the year before. 

Adult daytime viewing this March-April showed a tune-in of 6.9% and an average pcr- 
minnte audience of 2,772.000. compared In 8.7 and 3,100,000 for the like period. 1958. 

In May-June, the percentage of 5.6 was the same as the year before: average 
audienee per minute was 2,270.000 as against 2,107,000 in 1958. (The difference in homes 
might be attributed to the general increase in tv homes.) 
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SPONSOR-SCOPE continued 



Here's an interesting dimension of the tv programing business: Over 90% of the in- 
come for the film shows on the three tv networks this fall will he whacked up 
among 11 producing organizations. 

The 11 producers, the nu«iber of film series they have scheduled on the networks this 
fall, and SPONSOR-SCOPE's estimate of what these programs will gross for eaeh producer: 



COMPANY 


NO. FILM SERIES 


ESTIMATED REVENUE 


Warner Bros. 


10 


$28,000,000 


MCA-Kevue 


13 


24,000,000 


CBS TV 


7 


15,000,000 


Four Star 


10 


11,500,000 


Desilu 


4 


10,500,000 


Screen Gems 


6 


8,500,000 


20th Century-Fox 


4 


7,000,000 


Ziv 


3 


5,000,000 


NBC TV 


2 


4,500,000 


Lou Edelrnan 


2 


3,500,000 


United Artists 


2 


3,000,000 


Total 


63 


$120,500,000 









There's still very little lmyfng-for-the-fall action in national spot radio, but a 
hright side for that medium is this: It eould yet turn out to be a substantial heneficiary 
from the famine of minutes in spot tv. 

While reps report that new national business has been quite slow so far in July, radio 
stations expect support from local advertisers to keep their billings healthy. 



NBC TV's plan to "liberalize" its stationbreak policy on one-hour shows — as an- 
nounced to affiliates last February — probably will prove to have little substance come this 
fall. 

The reason: Circumstances have changed radically in the interim. Many of the 
hour programs are sponsored by a single advertiser who naturally won't permit a 
stationbreak in the midst of things. 



Henee the hour-show breaks will be pretty much limited to Five Fingers, Laramie, 
and Bonanza, all of whieh earry minute participations (also, perhaps Riverboat on alter- 1 
nate weeks) . 

CBS TV has experienced similar pressure for chainbreaks in nighttime hour 
shows. But aside from Lineup, Rawhide, and Perry Mason (on alternate weeks), there 
won't be any change in that network's pattern. 



Nilcs Trammell's WCKT, Miami, may have found the key to unlocking national 
spot buying interest in the 30-sccond spot. 

WCKT's approaeh to encouraging the use of 30-second spots in chainbreaks: adding 
the 20-second rate to the 10-sccond rate, hut allowing a 10% discount on the com- 
bination as an incentive. 

CBS TV and NBC TV both have been trying to make the 30-eecond segment 
attractive on their owned-and-operated stations, but have been getting nowhere. The NBC 
group started off combining the 20- and 10-seeond rates and asking for a 10-15% bonus 
on top of this; but that idea now has been abandoned. 

For other news coverage ? in~this T issue, see Newsmaker of the Week, page 4; 
Spot Buys, page 52; News and Idea Wrap-Up, page 58; Washington Week, page 53; SPONSOR 
Hears, page 56; Tv and Radio Newsmakers, page 66; and Film-Seope, page 54. 
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^Dan Dailey 

f^Vittorio de Sica, 

^Richard Conte ■ 




AfOW SOLD TO... 

F. & M. SCHAEFER BREWING CO. 

through Batten, Barton, Durstine & Osborn / 9 markets / Northeast. 

DREWRYS LIMITED 

through MacFarland, Aveyard & Company 1 15 markets I Midwest. 
STANDARD OIL COMPANY OF TEXAS 



through White & Shuford / // markets / Texas and New Mexico. 





FAIRMONT FOODS 

(ALLEN & REYNOLDS 
ADVERTISING AGENCY) 

frtWlOR. 



TIADCMABK C0PT«I6HTC£> 1JM IT MICHAEL f.rADOJL 
■ICISTtltD 

on TEN STATIONS 
in EIGHT STATES 

~k Junior Auction make.- sales soar 
for FAIRMONT FOODS in Buf- 
falo, New \ork, to Denver, Colo- 
rado- -from Sioux City. Iowa, to 
Wircliita Falls. Texas — also for 
potato chips, bottleis. packaged 
meats, bread, cookies — other food 
cla-sifieations. 

•k Junior Auction — a live half-hour, 
weekly, television show- in its 
SIXTH year — copyrighted, regis- 
tered -telecast in 21 states and 
Canada. Complete package fran- 
ehised exclusively for your spon- 
sor. 

~k Junior Auction take- the gues- 
out of advertising ... by pack- 
ing a tremendous merchandising 
wallop that GUARANTEES YOl 
INCREASED SALES, and a 
WEEKLY SALES REPORT TO 
PRO\ E IT. 

•k Junior Auction mobilizes an 
arm> of YOUNGSTER SALES- 
MEN who persuade parents, re- 
latives, friend-, neighbors and 
other- to BUY YOUR l'ROD- 
L CTS ... so they can save YOUR 
CAPS, TABS and LABELS . . . 
and u-e them like money to eonie 
to the Junior Auction show on 
TV each week to win valuable 
prizes. 

WARNING: Junior Auction, 
property of Mike Faded Tele- 
vision Productions. Junior Auc- 
tion is copyrighted and its 
property rights clearly estab- 
lished. Violotors 01 infringers 
held strictly accountable. 

Remember: Your competition won't 
like Junior Auction. 
YOUR MARKET MAY BE OPEN! Get 
the facts today. Contact: 

MIKE FADELL 
TV PRODUCTIONS 

25 years of Advertising, Merchandising 
and Selling 

Treasure Masters Building 
605 - 4th Avenue South 
Minneapolis 15, Minn. FE 3-3416 



by John E. McMilhn 




Commercial 
commentary 



Flurry at Foley Square 

I seem to be in a minority, but I thought those 
FCC hearings on network tv programing, held in 
New York last month were a big fat bunch of 
nonsense. 

Jack Gould, writing in the New York Times, 
professed to find in the testimony of top tv pro- 
gram executives from Thompson, McCann, Y&R, 
BBDO and other agencies, a valuable contribu- 
tion to public understanding of network tv operations. 

Our own Joe Csida. in his column in last week's SPONSOR, called 
the agencynien ''frank and outspoken"' and said that they "donated 
a big part of their week to the education of FCC personnel.'' 

Maybe so. and maybe that's what bothers ine. 

I didn't hear, or read an) thing in the Foley Square testimony that 
isn't reasonably well known to an) reasonably bright mail boy in 
ain reasonably big agency. 

If the FCC commissioners are so abysniall) ignorant of such 
kindergarten facts of life that thev have to hold elaborate public 
hearings, complete with courtrooms and subpoenas, then maybe 
they should be investigated, not the networks and agencies. 

Be)ond that. I thought the hearings were distinguished by a kind 
of dreamy blandness on both sides that should have alarmed, not 
lulled, an) thoughtful citizen. 

Ours not to offend 

I hadn't been in the Federal Courthouse in Foley Square since 
1957 when I heard John Cahill brilliantK defend Standard Oil of 
California in a $40 million suit brought by the government for pay- 
ments made under Marshall Plan agreements. 

Going up in the elevator (the FCC hearings were held, unsuper- 
stitiously in a 13th floor courtroom), I wondered whether I'd be 
treated to another dazzling display of intellectual pyrotechnics. 

I should have saved my hopes. The testimony, beginning with 
that of Terr) CI) ne of McCann. proceeded at a lugubriously solemn 
pace, and I didn't think that either the questions or the answers 
showed more than a superficial awareness of the real issues involved. 

The agency men. it is true, were open and honest about their tv 
operations. The FCC counsel had obviously prepared their case with 
a kind of plodding, pedestrian doggedness. 

But when \ ou got all through, w hat did you have? 

If you're the kind who grows delirious over statistics and dollar 
signs you could revel in the knowledge that JWT bills $300 million, 
and that $25 million a year is spent on tv pilots. 

But such slightlv-Iess-thaii-staggering disclosures seem hardly to 
justify a full week of formal public hearings. 

To me the only real significance and drama in the entire FCC pro- 
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Memo to Marty Nierman: 



ARB and Nielsen have just completed new audience surveys 
of the Omaha market. ARB also has a new survey of Lincoln, 
Nebraska's second largest market. 

KMTV is the dominant Omaha station in all three books. 

OMAHA ARB May-June —In the four-week average, KMTV 
leads all other Omaha stations from sign-on to sign off in 
share of sets in use. 

OMAHA NIELSEN June -KMTV delivers more television 
homes in more quarter hours than any other Omaha station. 

LINCOLN ARB April -KMTV leads in twice as many quarter 
hours as the other Omaha stations combined. 

Specifics? Look at Jack Paar. Look at KMTV's 10:00 p.m. 
News. In both Omaha and Lincoln ARBs, most people prefer 
Paar and news to the best movies competition can buy, (no 
matter how much they cost). In Omaha, Paar leads in 27 of 
30 quarter hours and his total rating points are more than 
the combined points of all other programs in the same period. 
In Lincoln, Paar on KMTV leads in 28 of 30 quarter hours. 

KMTV's 10:00 p.m. News is Omaha's highest-rated evening 
news and delivers an average rating double that of compet- 



Take your choice of books. But call Marty Nierman, Execu- 
tive Vice-President, Edward Petry & Co., or any other Petry- 
man before you buy Omaha. 




/ 




OMAHA IS KMTV 




Sunny 
follows 
a clue 



along 

"29 Suncoast Strip" 

. . where all evidence 
proves that WSUN ad- 
vertisers get results! 



29-County Coverage 
over the heart of Flori- 
da's West Coast. 



WSUN— an all-family 
listening habit for 32 
years. 




620 KC 



Tampa 



Sr. Petersburg 



Follow Sunny. Trackdown 
Venord, Rlnfoul, & McConnell, Inc. 

(In the Soufh, Suh, James S. 
Ayers In Ailonto h yo' mon) 

The Suncoast's only 
24-hour station. 




Commercial commentary 



ceedings was provided innocently, almost naively, by the agencymen 
in explaining their criteria for buying tv programs. 

Clyne, for instance, said they looked for programs that left people 
"feeling happy," and added, "We're not in business to offend any- 
one.' Dan Seymour had no hesitation in explaining that JWT rules 
all controversial material out of tv program scripts. 

Such ideas were presented as if they were merely principles of 
sound business, which they undoubtedly are. But there seemed little 
awareness that they form the crux of the tv program problem. 

What's best for P&G 

It strikes me that any half-way intelligent person, trying to think 
through the matter of tv programing, sooner or later comes up 
against the question which plagued Charles ("Engine Charlie") 
Wilson when he was Secretary of Defense. 

Wilson, you will remember, was misquoted and almost crucified 
for supposedly saying, "What's best for GM is best for the country." 

The real problem about tv programs is not whether the networks, 
agencies and sponsors are deep-dyed villains. They're not. Nor are 
they fools, though most governmental investigations such as the half- 
baked Congressional inquiry into rating systems, seem based on this 
odd supposition. 

The real problem in the realm of tv programing is the deeply dis- 
turbing question — is what is best for P&G (and General Foods and 
General Mills) also best for the country? 

Is the commercial program ideal — the largest number of pleased 
people with no offense to anyone — the healthiest American formula? 

I know, because I have worked with them, that most agency tv ex- 
ecutives are decent, honorable, highly intelligent men. I know that 
their philosophy of tv program selection is reasonable, understand- 
able and wholly justified — from a business standpoint. 

But it startled me to realize at Foley Square, that some of them 
apparently are blissfully unaware that this same practical business 
philosophy can be challenged as against public interest. 

Put up or shut up 

On the other hand, I thought the FCC position was even more 
naive. Presumably the only reason for holding public hearings on tv 
programs is to discover some better way of ordering things. 

Yet, if this is true, why befuddle the issue with pages of dreary 
testimony about such trivia as the fact that Lennen & Newell has two 
tv vice presidents, that McCann looks at 250 new programs a year, 
and that Lewis Titterton of Compton is sore because Bill Mullen of 
ABC wouldn't show him a tv pilot. 

What, in heaven's name, has this to do with the price of eggs? 

If our present system of tv programing is inadequate for the 
country's cultural, political, educational and artistic needs (and I 
think there are grounds for believing this) then let's work to find 
solutions, not delude ourselves with windy hearings. 

Right now, despite the criticism of tv programs, no one has yet 
come up with a realistic, practical, non-authoritarian plan for im- 
proving the situation. This is where the real work needs to be done, 
not in the panelled purlieus of Foley Square. 

In other words, I feel that if the FCC hasn't the ability to put up, 
they ought at least to have the grace to shut up. ^ 
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FARM BOY TAKES BUGGY -RIDE! 

Today's definition of that word "Buggy" 
is a sporty Convertible. Our farmers, here 
in the Land of Milk and Money, are iden- 
tified chiefly by their fat billfolds. 

Here's a rich market of small cities and 
thousands of big dairy farms ... 42% 
rural and 58% urban . . . where 1,350,000 
folks spend $1,750,000,000 in retail sales 
. . . more than 400,000 families enjoying 
Channel 2-CBS Television. 






REK WEED TELEVISION 



THE LAND 
OF MILK 
AND j|)NEY 
WBAY ch. 2 
GREEN BAY 
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^^"OT getting enough muscle into vour 
Southern California sales? CBS Owned 
channel 2 can put it there. Two reasons why: 

One: the size of KNXT's viewing audience. 
Month after month, year after year, K X XT 
commands Southern California's biggest 
share of audience — currently ahead by a 
38% margin (Nielsen, June 1959). Reason 
enough, this— but there's more: 

Two: the responsiveness of KNXT^s audi- 
ence. There is actually a vast difference in 
the way viewers "feel" about different Los 
Angeles stations, as proved by a momentous 
new depth study. It demonstrates the exist- 
ence of a unique "climate of responsiveness" 
which results in much greater trust and 
confidence in KNXT programs and per- 
sonalities<?;/</ /;/ KNXT-advertised products 
as well! When respondents were asked, for 
example, on which station they would be 
"most likely" to see the commercials of a 
company known for honesty and reliability, 
5 1 % named KNXT. Only 25% named the 
second station, and only 24 r r named the 
other five stations combined ! 

If you've been buying by cost-per-thousand 
alone, ask yourself: cost-per-thousand 
what? KNXT delivers not only the biggest 
audience but also the best, most responsive 
audience. Ask to see the findings of this 
study, which show conclusively why, in the 
Southern California market, channel 2 can 
sell so much move... so nincli better I 

* Conducted by the Institute for Motivational Research, 
Inc., in association with Market Planning Corporation, 
an affiliate of M cCann-Erickson, Inc. 

CBS OWNED* K^NX^T 2 LOSANGE1.ES 

REPRESENTED BY CBS TELEVISION SPOT SALES 



WCTV SCves 
Another Problem 
for an Ad Manager 




Tom had the sales manager on 
his neck. 




Sales were too spotty ; expen- 
sive in big markets, non- 
existent in-between. 



Blair TV Associates said why 
not fill in these gaps with cov- 
erage like that of WCTV? 




Substantially un duplicated 
coverage brought quick re- 
sults, profitable sales. 



Tom even relaxes 
occasionally. 



WCTV 



Tallahassee 
Thomasville 



for North Fla. and South Ga. 

John H. Phipps 
Broadcasting Stations 



49th and 
Madison 



Philosophers yet! 

I agree with John McMillin and his 
thoughts in "Philosophers yet" in 
your 18 July issue. 

A subway card appeared in Boston 
a while ago advertising a bank and 
some copywriter came up with a pic- 
ture of a bank book and the slogan, 
"The Best Book You Can Own." Re- 
ligious Bostonians in righteous indig- 
nation protested and they reprinted 
the cards to read, "The SECOND Best 
Book You Can Own." The new copy 
is 10 times more effective. 

William A. Rockett 

a.e. & asst. treas. 

Charles F. Hutchinson, Inc. 

Boston 

* * * 

1 read with keen interest, and with 
firm assent, your critique of the 
Chock full o' Nuts commercials. As 
you intimated, you're in a nebulous 
area here, as far as any hard and 
fast Code action might be concerned. 

But what about such flagrant defa- 
mation of a competitor's product as 
that now being used by one of th|? t 
cooking oil manufacturers . . . the 
one which says in so many words 
that this oil is the "fighter against 
cholesterol, the cause of heart dis- 



ind th 



en goes on to mt 



mate that a solid shortening will harm 
your heart . . . the oil will not? 

1 love my profession, and I fight 
hard against the pop-offs who go 
around all the time beating Madison 
Avenue over the head. But when 1 
see something like this, 1 almost want 
to get my hat and get out. 

What ever happened to advertising 
ethics? What ever happened to the 
first rule of selling, sacred even to the 



WNJR 

negro radio for 
metro new york 



Fuller Brush Man or the man who d( 
livers the milk . . ,-namely ^Vell*yol 
own product on its merit, but don 
try to do it by knocking )our col 
petitor?" 

Liz Vosberg 
mgr. 

Paul Locke Adv., In 
Philadelphia 

P re-scoring scores 

The Association of National Adva 
tisers is interested in reprinting yoW 
article entitled, "Should you pj 
score your tv commercials?" vvhic 
appeared in the 11 July issue. 

We will, of course, give SPONSOB1 
credit line. 

Al Dan 
ANA 

f v - v m 

• Nole: SPONSOR is usually happy ttf^fi. 
such requests for reprinting privileges. * T' 
provisions accompany this permission : 

1. Requests must be in writing. 

2. Credit must be given to SPONSOR. 
We, -jourselves, reprint many SPONSOR* art 

eles and have back files on a large number 
such reprints. 

From Down Under 

1 noted with interest that my letti 
was published in your column "49t 
and Madison," 23 May. 1 was a littl 
concerned that the letter in its edite 
^form, might give your readers the iir 
pression that radio is fighting 
losing battle against television in th 
country. 

1 would like to assure you thi 
practically every radio station cor 
fronted with the television probleir 
has, with some changes of pro 
gramme ideas and more activ 
selling, attained, and in some case 
even improved its position as a high 
ly respected advertising medium 
2SM personally had its "all time 
record month of revenue in the his 
tory of the company during the montl 
of May, 1959. 

W. H. Stephensoi 
gen. mgr. 
2SM, Ply., Ltd 
Sydney. Auslralit 
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those who live on 



l the last three decades advertisers and their agencies 
ave spent billions of dollars on air. A lot of people 
ived on it. A lot of goods were moved. 

'o those who live on air SPONSOR serves a function 
o other publication can match, for SPONSOR is 
le most definitive study of air in the broadcast in- 
ustry. It is the news of air— the plans of air— the 
rogress of air— the thoughts of air— the very life of 
ir— delivered to you every week — 52 weeks a year. 





and earn its salt are just much too important for 



light reading on a routing list. 



If you live on air — read SPONSOR at home. Read 
it on A time, B time or C time but make sure it's 
free time at home. At the price of only $8 a year you 
can have 52 issues of this most useful publication in 
the field at your side — to see, study, tear out and file. 
It's the best investment you'll ever make. Order your 
home subscription today. 



dost every man who's gotten anywhere in air reads 
■PONSOR. The man who wants to get there faster 
'eads SPONSOR at home— because the very chem- 
stry of broadcasting— the factors that make it move 



SPONSOR 

THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE 




n ant Winner 




r 




Here are the latest Memphis Surveys, showing leads in 
competitively-rated quarter hours, sign-on to sign-off, 
Sunday thru Saturday: 

A.R.B. Pulse Nielsen 



WRECtTV 
Sta. B 
Sta. C 



Apr. 17-May 14, '59 
( Metro Area ) 

250 

80 
68 



Feb. '59 
(Metro Are©) 



251 
109 
19 



Mar.-Apr. 1959 
(Station Area ) 

263 

72 
53 



WREC-TV 

Channel 3 Memphis 



Represented Nationally by the Katz Agency 



WREC-TVs fine local 
programming combines 
with a basic CBS Tele- 
vision affiliation to as- 
sure that, in Memphis: 
"There's more to see on 
Channel 3." For your 
share of the Mid-South's 
greatest TV audience, 
see your Katz man. 
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BLUE 

RIBBON 

RADIO 



A NEW SIX-PART SERIES ON HOW MAJOR ADVERTISERS USE 
THE RADIO MEDIUM TO SOLVE MODERN MARKETING PROBLEMS 

I 



With this issue sponsor proudly presents the 
I first article in a new comprehensive series on the 
I place of radio in modern advertising and marketing. 

Each week for six consecutive weeks the Blue 
MRibbon Radio series will discuss in detail the radio 
■ planning and .schedules of an important national 
I advertiser. 

Our first story deals with Chevrolet and explains 
I why this Detroit giant makes radio a cornei>tone of 
I its entire advertising strategy. 

Other articles will show how companies — with 
>ucli widely different sales problems — as National 
Airlines, Alemite and LaRosa foods employ radio 
as a major marketing tool. 

The purpose of the Blue Ribbon series is to re- 
acquaint agencies and advertisers with the impor- 
tant ways in which radio is being used today. 



Radio, as a medium, gets le>s publicity and 
causes less talk than its strapping young brother tv. 
To some agency account and creative men it seem> 
less glamorous than tv or magazine adverting. 

But when vou set behind the scenes, as sponsor 
lias done in digging out the facts for this Blue Rib- 
bon series, you will find that dozens of direwd. 
hard-headed, blue-chip ad\ erti>ers are lining radio 
this year in ingenious and imaginative ways. 

sponsor has worked closely with Radio Advertis- 
ing Bureau in planning these Blue Ribbon Radio 
articles, and Kevin Sweeney, president of RAH 
will comment in each issue on the significance of 
the radio strategy involved. We believe that the 
Blue Ribbon series will make an important contri- 
bution to your knowledge and understanding of this 
vital advertising medium. 
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MERCHANDISING: Having hitched its wagon to star Dinah Shore, Che/rolet capitalizes on her to promote annual radio Soap Box Derb 
BLUE RIBBON RADIO: FIRST OF A SIX-PART SERIES 

CHEVY SELLS A BIG PACKAGE 



^ America's No. 1 auto producer uses radio to boost 
sales of an item neither low-priced nor an impulse buy 

^ Thirty years in medium have taught Chevrolet how 
to shift tactics to fit changes in buyer-listener habits 



5 October, 1930, the Chevrolet 
Division of General Motors made 
broadcast news with the biggest radio 
network buy of the time — 171 sta- 
tions for Chevrolet Chronicles star- 
ring Frank Black's Orchestra, Harry 
Von Zell. Fred Allen, and einceed by 
World War I flying ace and top auto 
racer Eddie Rickenbacker. 

Today, nearly three decades later, 
Chevrolet still is an avid radio adver- 



tiser, although many things have 
since happened to change both the 
medium and the automotive industry. 

On the media side, the advent and 
mushrooming of television has altered 
the advertising picture for many ac- 
counts (Chevrolet took it in its stride; 
is a big spender in the younger broad- 
cast medium, but at the same time 
has developed knack of making the 
elder medium do a yeoman's job). 



Where once 171 radio station 
made news for Chevrolet, today tl 
company's coverage is many time 
greater. In radio spot, Chevrolet i 
on some 350 stations in about 18^ 
markets. On CBS Radio network, 
is on 201 stations with 12 five-minut 
newscasts per weekend. On Mutua 
Broadcasting System, the auto make 
uses 22 five-minute newscasts a week 
end on 390 stations. And on 1,04! 
stations of the Keystone Network, i 
uses five minute announcements 
week. Last year, according to RA1 
estimate, GM led all advertisers ii 
spot radio with $5.4 million investei 
— a big share of which was for Chev 
rolet. 

The automotive side of the pictur 
has changed appreciably, too, sino 
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lat original Clie\rolet buy in 1930. 

In that year, the total sales of all 
lakes of passenger cars amounted to 
bout 2.79 million units (now nearly 
nice that many cars are scrapped in 
year). Last year, Chevrolet alone 
roducecl about 1.25 million passen- 
er cars, led all other makes in sales, 
'or the first half of 1959, Chevrolet 
> still out in front. 

Within the auto industry itself, 
ther changes have been taking place 
-some of thein quite recently. 1m- 
ortant among these has been the 
wing in auto huyer behavior pat- 
tiis. Where once auto nianufac- 
lrers aimed at only two buying peri- 
ds a year — fall, when new models 
ere introduced and spring for the 
ur-weather, summer motorists — to- 
ay these manufacturers know that 
ar sales are no longer seasonal. Ac- 
vity may hit peaks at new model 
me and also in the spring or early 
uinmer. but buying, like auto traffic 
:self, goes on year-round. 
At any event, Chevrolet has been 
n top of every change within the 
uto industry and advertising as well, 
ust how sensitive to changing trends 
| liis automotive account has been is 
I lemonstrated by its shift in radio 
Itrategy which took place about five 
ears ago and by its more recent 
■ltroduction of new copy approaches 
[i its radio commercials. 
I Another feather in Chevrolet's 
I nedia-thinking cap is the close atten- 
I ion it pays to the sale of commercial 
I'ars and trucks in its radio cam- 
I laigns; these vehicles are never ne- 
' ilected. 

How well all of these tactics have 
liaid off is rather well demonstrated 
In the auto company's sales record. 

between 1 January and 18 July of 
■his year, according to Automotive 
I \'ews, Chevrolet lias produced 970,- 
I '79 passenger ca/s, outdistancing its 
I ong-time rivals — Ford with 862,025 
I iroduced in the same period, Ply- 
jnouth with 285,404 (the latter ad- 
I nittedly was handicapped by a 
I engthy glass supplier strike early 
I his year) . 

In truck sales, Chevrolet is out in 
) front, too. In the same 1 January to 
I 18 July period, it turned out 238,188 
■ units. The Ford score: 196,543. 

Guiding Chevrolet Division's ad- 
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QUESTION MARK FOR THIS FALL 

When 1960 models are introduced this autumn, the car market 
will change once again as Detroit's Big Three invade the field 
of "compact" cars. Above is what Chevrolet's Corvair may well 
look like. What role will radio play in its sales launching? 



NO QUESTION ABOUT '59 MODELS 

Attain Chevrolet leads car sales; here's how it used radio this season 



1959 New car & truck spot campaign 
191 markets — 441 stations 



Oct. 9, 1938 to Oci. 23, "58 



1959 National spot campaign 
187 markets — 350 stations 
10 spots per week per station 
23 weeks 



Apr. 20, "59 to S.-|.i. 29, "59 



1959 Soap Box Derby promotional spots Mj(r 23 - 59 , <( M 15 -- 9 
35 markets — 35 stations 

Chevrolet Newscasts 

CBS Network June 27. '59 ,o 

201 stations 

12 — 5-minute newscasts per weekend 

Chevrolet Newscasts 
Mutual Broadcasting System 

390 stations July 3, \>9 to 

22 — 5-minute newscasts per weekend 

13 weeks 

Keystone Network 
1045 stations 

5 — 1-minute announcements July 1, '59 to 

per week per station 
13 weeks 



i 
i 
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RAB'S KEVIN SWEENEY SAYS . . . 

Radio as a super billboard. 
Radio to make an $80,000 
budget seem like $800,000. 
Radio to reach a feiv dozen 
purchasing agents of a half 
dozen corporations. 

These and at least 100 other 
varied objectives are in the 
minds of as many spot and net- 
work radio users when they put their dollars down each 
week. For radio, almost exclusively a mass medium for 
package goods advertisers until six years ago, is now set 
to work on a greater variety of tasks than any other ma- 
jor medium. This list of tasks will be broadened as more 
advertisers learn what their competitors are doing. Every 
day a new selective use of radio comes to our attention. 
Radio apparently can do more than anyone suspected. 



a 




veitising strategy is a committee 
headed In new executive sales man- 
ager K. K. Stalev. Advertising man- 
ager is \\ . G. ( Bill ) Power. 

At the Chevrolet agency. Camphell- 
Evvald. v\hich is quartered in GM's 
own building in Detroit, the princi- 
pal? on the auto account are: Colin 



Campbell, executive \ ice president ; 
Phillip L. McHugh, vice president in 
charge of radio/tv; Carl Georgi. Jr., 
vice president and direetor of media. 
The buying of air time is under R. H. 
Crookcr. 

What these tacticians develop for 
this fall will be especially interesting 



to watch in light of the fact that the 
Big Three are about to invade the 
auto market with "compact" cars. In 
addition to its standard lines, Chev- 
rolet will introduce the new Corvair. 
(While official details have not yet 
been given out. the Corvair will in all 
probability be a six-c) linder. air- 
cooled, engine-in-the-rear job with 
an estimated wheelbase of 107 inches, 
and developing about 92 horse- 
power). Ford will counter with its 
"compact" model, the Falcon, and 
Chrysler with the Valiant. So a bat- 
tle faces Chevrolet for supremacy in 
still another model line. 

One thing certain — if Chevrolet fol- 
lows its currently successful media 
pattern — is that radio will play a 
solid role in selling the Corvair. 

What has been Chevrolet's strategv 
and history in radio? 

Here, briefly, is its strategy: 

• To reach motorists at point-of- 
motoring; that is, to take advantage 
of radio's huge audience of auto- 
radio listeners. 

• To get the largest possible cir- 
culation, at reasonable cost-per-1,000, 
in the adult listening group. Re- 
liance on radio newscasts is an indi- 
cation of this. 

• To promote the sale of commer- 
cial cars and trucks to businessmen 
and truck fleet owners through radio 
programs with special male appeal 
— namely spovtcasts. 

• To gain widest possible atten- 
tion for its line of cars through iden- 
tifying with a national personality. 
In this aim, Chevrolet has "hitched 
its auto to a particularly lucky star" 
— Dinah Shore. 

Dinah Shore has become just ahout 
svnonomous with Chevrolet, and it 
was acquiring her (for both radio 
and tv) that more or less marked the 
turning point of Chevrolet strategy 
five years ago. 

In the spring and early summer of 
1953, Chevrolet hought Dinah Shore 
on the full NBC Radio network. That 
fall, she was on again for Chevrolet. 
Today, Dinah Shore is generall) 
thought of in connection with Chev- 
rolet as its tv star, but she ha« been 
used very successfully in lending 
more punch to its radio campaigns. 
Her recording of Chevrolet radio 
jingle commercials have been one 
evidence of her continuing identity 
with the car. And in merchandising, 
(Please turn to page 67) 
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RUCKUS OVER TV HOUR SHOWS 



fr Agency and station men see dangers as hour-long 
shows on tv nets jump from 23 in '58 to 32 this fall 



I he sharp increase in the number 
of hour-long tv programs, scheduled 
\on the networks this fall land the 
corresponding reduction in the num- 
ber of half hour availabilities I is 
causing raised eyebrows and real 
concern in some agency and station 
circles. 

Agency tv executives, testifying in 
the FCC net tv program hearings in 
New York last month, mentioned the 
'expansion of full hour programing as 
a potential source of trouble to spon- 
sors. 

According to the latest schedules 
released by the networks as SPO_\SOR 
goes to press, there will be almost 
50' < more full hour shows on ABC, 
CBS. and NBC (32 \s. 23) than in 
October 195<'!. 

Of perhaps even greater signifi- 
cance is the fact that the number of 
hour-long shows with three or more 
sponsors will jump from seven to 19. 
Such programs, known in the trade 
as "spot carriers.'' imply a different 
approach to tv programing, and one 
that is bound to be watched with 
eagle eyes in both advertising and 
broadcasting circles. 

For the networks, the expansion 
in the number of full hours has cer- 
tain obvious henefits. Nielsen, Tren- 
dex and other rating services have 
consistently shown hour-long pro- 
grams average higher in ratings, and 
the full hour format is often an 
easier and surer sale. 

Full hours also have advantages 
for certain types of advertisers, as 
Richard Pink-ham. tv v. p. at Ted 
Bates points out. Those with multiple 
products find them a convenience in 
scheduling commercials, and hours 
are particularly interesting to spon- 
sors who want brand rather than com- 
pany identification. He would not 
like, however, to see ''all or even 
most'' net schedules in hour pro- 
grams. 

Peter Levathes, v. p. at Y&R, agrees 
that too many hour shows ''could 
create a problem," but adds that they 



do permit a small-budget advertiser 
to buy into important shows, and 
give the big budget advertiser a 
chance to participate in many top 
programs, thereby spreading his risk. 

He cautions that the complete 
elimination of half hours, however, 
would deprive many advertisers of 



the important identification they get 
with the shorter format. 

Sa\s Levathe-. "There s more than 
ba>ic circulation invoked in show 
sponsorship. 

Meanwhile, reports reaching spon- 
sor indicate that some network affili- 
ate* are beginning to grumble over 
the loss of 20's and 1.1). 's when sta- 
tion breaks are dropped in full hour 
formats. For further reports on this 
trend, watch upcoming reports in 
Sponsor-scope. ^ 



FULL HOUR SHOWS— FALL '58 
VS. FALL '59 



1, NO. OF HOUR NET TV SHOWS IN PRIME EVENING TIME 




1959 


1958 


ABC TV 


14 


9 


CBS TV 


o 

t) 


7 


NBC TV 


10 
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KKV; O — One sponsor 
A — Two sponsors 
T — Three or more sponsors 
s — Sustain Inc 




soriiCB. 

and late-t 
*elMtIllIes. 


SPONSOR Oomparaitrapli, 
iut urination frnui netu m ks 


1 Nor. 103S, 
on tall I!ir.!> 



SPO.NSOR • 1 AUGUST 1959 



33 



MAN BEHIND THE MERGERS 



^ Bob Durham, mystery man in agency consulting, has 
influenced 31 of 34 agency mergers in past 20 months 

^ His major concern: helping agency growth, profits. 
One way: move into tv production for capital gains 



^■aborious backstage maneuvering 
has resulted in 34 dramatic announce- 
ments of agency mergers in the past 
20 months . . . and 31 of these have 
been effected either directly or indi- 
rectly by a single man. His name: 
Robert C. Durham. His job: a be- 
hind-the-scenes advertiser and agency 
consultant who's been in business 
only two years, and who's acquired a 
penthouse executive suite, 22 offices 
and eight operating dnisions in that 
short span of time. His function: to 
help ad pros do a better job and there- 



fore help them make more money. 

Television, as the most in-demand 
ad medium of modern marketers, 
presents two opportunities for higher 
profit margins to agencies, says Bob 
Durham. Because it is demanded by 
clients and prospective clients, tele- 
vision must be a strong department 
in almost every agency. Yet many 
small and medium-sized shops can't 
afford the quality and number of per- 
sonnel the best tv job requires. The 
solution: merger, so the resultant 
agencv has more facilities on which 



FLANKED BY GRIFFON and trees, Robert Durham works in two-floor, terraced penthouse in 
midtown New York. Only two years old, his company has eight divisions of specialization 




to draw, more people who can create. 

Merger, says Mr. Durham, is the 
first route to be traveled for more 
money and a wider profit margin for 
principals, as well as staff. It was the 
pattern by which (usually) medium- 
sized agencies blend their resources, 
staffs and account lists to come up 
with a sizable structure to better com- 
pete with big-gun rivals. Even though 
the trend for smaller agencies to join 
forces in an effort to become bigger 
has been evident for several years, the 
real on-rush of enthusiasm is peaking 
now. In Bob Durham's opinion, the 
157 national agencies which now bill 
S3 million or more w ill be reduced to 
about 125 because of merger. 

This, he contends, will be healthier 
for the industry, for agencies and for 
the people who own and run them. 
His two most recent merger ventures: 
Bryan Houston with Fletcher Rich- 
ards (personally handled by Hershel 
Williams), and Cohen & Aleshire with 
Dowd. Redfield & Johnstone. His first 
two mergers some 20 months ago in- 
cluded Abbott Kimball and Grant, 
and the acquisition of a Chicago arm 
for the Milwaukee agency of Klau- 
Van Pietersom-Dunlap. 

Even though "mergers represent 
onl) one phase, and a fairl) small 
one, of our business," this subject is 
the hottest one on Madison. Michigan 
and other ad avenues these da\s. 

Some reasons why : an agency has 
to grow lO'/c a year in billing just to 
stand still, because of rising costs; 
the net profit of the average agency is 
slim — about six-tenths of 1%; clients 
are demanding increasing profession- 
alism in agency servicing with partic- 
ular emphasis on tv; personnel is tend- 
ing toward the mediocre and the hum- 
drum, unlike the early days of adver- 
tising when the sharpest young men 
around flooded to the profession; tax 
structures have diminished the possi- 
bility of young executives buying 
stock in an agency and have cut down 
on the profit of the principals. 

For these — and many more — rea- 
sons, agencies "which want to grow 
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PENTHOUSE LIVING ROOM finds Durham flanked by (I) Harry Bennett, exec. v. p. for personnel, former ad. mgr. of Lever's Food Div. and 
exec. v.p. of Bryan Houston agency, and (r) Frederic N. Dodge, exec. v. p. for marketing, former NBC director of merchandising, marketing 



and to keep growing must at least 
consider a merger," in Bob Durham's 
opinion. Merger, however, is an is- 
sue of people rather than of struc- 
tures, books and legalities. 

Say? Mr. Durham: "I'm really a 
casting director — matching princi- 
pals, their personalities and their 
needs; finding out what they want 
from life and building a structure 
which will give it to them." His role 
as a business psychoanalyst of agen- 
cj principals is to determine what 
each person needs to satisfy three 
basic needs: to earn enough money to 
live as well as he can, to have suffi- 
cient insurance and at the same time 
to create a deferred or long-range 
income, to get as much enjoyment as 
he can from what he's doing. 

The goals are clear and simple; the 
means of achieving them, much more 
complex. Here are some of the com- 
plicated considerations which must be 
a part of routine agency management 



as well as of non-routine months of 
planning which go into a prospective 
or actual merger, according to Mr. 
Durham. 

People: "Advertising isn't getting 
the qualit) of young men it used to. 
When I was at Benton & Bowles, there 
were 17 of us in the mail room — and 
17 have gone on to top positions. 
People don't regard advertising as 
secure or the type of profession 
which will give them long-term 
money, and they don't particularly 
care that immediate salaries are high 
because taxes take so much of them." 

The industry currently wants to 
hire "a man not over 30 with 50 
years of experience." All agency and 
client departments are short on good 
people, but one of the most pressing 
needs is in agency tv work. 

Broadcast media: The tv depart- 
ment represents an agency's biggest 
profit potential, in Mr. Durham's 
opinion. This is a major motivation 



in mergers: many smaller agencies 
are not staffed to support an intensive 
tv ad effort for clients. Most of the 
new business which agencies get 
comes from tv accounts or clients 
who want to go into the medium. 
And many a new business pitch is 
lost because the agency can't deliver 
a competent t\ staff. 

"There's no way in the world to 
substitute numbers for talent, yet the 
trend is to hire 100 people instead of 
one good one. The only thing an 
agenc) should hire for h is brains. 
Tv and radio are the business of ex- 
perts," says Mr. Durham, "and radio, 
unfortunately, is often assigned to 
some junior assistant, and has thereby 
become less understood than an\ 
other phase of advertising." Radio 
presents both a "tremendous void 
and a great opportunity," he claims. 

The tv market in which Durham is 
specializing comprises agencies with 
less than S15 million billing, "be- 
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What it takes to sell 
convertible sofa beds 

^ $160 million industry faces rise in retail prices, 
drop in unit volume as sofa beds get into luxury class 

^ Here's how Riviera meets problem with $500,000 
campaign, combines prestige, glamour, impact via tv 




PRESTIGE is obtained from local specials often tackling controversial issues. Here, KTTV's 
Paul Coates (I), writer Vernon MacPherson (c), map interview .wifh exiled Fugencio Batista 



cause they just can't afford to support 
a good tv department capable of 
handling production, casting, buying 
and contacting." That's why one of 
his firm's eight divisions is for tele- 
vision servicing at a central source 
in INew York for the use of smaller 
agencies which cannot maintain need- 
ed professionals. 

Public relations: Image huilding 
is vital for an agency — with its own 
staff, clients, every kind of business 
in the field and particularly suppliers 
md the press, says Mr. Durham. 
Reputation, especially with clients, 
can spiral downward as negative gos- 
sip whips along Ad Alley. And nega- 
tivism breeds negativism so that the 
first hint of it should be squelched. 
Size is often an influence in this kind 
of gossip, because advertisers are still 
interested in higness and in prestige, 
he says. The merger tactic, again, 
can hring together competent shops 
in a more competent, bigger agency. 

Marketing: The key to successful 
and profitable advertising, the ad 
counsel continues, is a combination 
of marketing and people. And mar- 
keting, in his opinion, is a matter of 
facts and figures which serve the 
double purpose of getting new ac- 
counts and keeping old ones. 

New business development is of 
course one of the ways in which an 
agency can improve its profit pic- 
ture. And these days new business 
"comes from specific, precise infor- 
mation, not from contacts." A sound 
marketing unit, functioning at peak 
efficiency yet with imagination, does 
far more good than back-slapping 
and country club membership. As he 
says. "Tell me what account is going 
to move, why and when, and I'll get 
the business providing we have good 
creative talent to sell." 

Agencies must have new husiness 
because they require volume in to- 
day's economy and they also need to 
spread their risk to cover overhead 
as accounts fluctuate. 

Creativity: Until about a year ago, 
clients were insisting "on modern 
management methods and market re- 
search' as advertising basics. Today, 
says Mr. Durham, "they want agen- 
cies to specialize again rather than to 
cover all facets. They expect agen- 
cies to get back to their last, which 
(Please turn to page 65) 



^\tny industry which has shown a 
better than 50% jump in sales volume 
over the past five years would seem 
to be riding the crest of an unhridled 
sales boom. The fact is, however, that 
this dollar increase in the convertible 
bed and sofa industry has not been 
matched by unit sales increases. 

The reason, according to the Na- 
tional Association of Bedding Manu- 
facturers, is that the more improve- 
ments you put into a convertible bed 
the more you have to charge for it. 
Thus, where $150 was a top figure 
for this kind of merchandise in 1954 
(when wholesale volume hit $112 
million), today's super sofa beds 
retail for $250-300 (total wholesale 
volume in 1958: $160 million). 

The prohlem. they say, for the past 
five years, has been to extend the 



copy appeal of the convertible sleep- 
ing unit beyond the old depression 
pitch of convenience and emphasize 
the glamour, prestige and up-to-date 
appearance of today's dual-purpose 
sleeping equipment. 

A strategy comhining all of these 
appeals is at the core of the half mil- 
lion dollar advertising campaign of 
the Riviera Sofa Bed Manufacturing 
Co. in Los Angeles. Soundness of the 
theory is reflected in an expected $12 
million gross volume in 1959, against 
$7y 2 million in 1956— the year 
Riviera undertook a bold experiment. 

To get glamour and prestige. 
Riviera put $100,000 (for time, talent 
and promotion) into a pre-Christmas 
tv splurge concentrated in a single 
hour (11 p.m. -midnight) on Satur- 
day, which was carried by virtually 



56 
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I every tv station in Los Angeles. 
Bakersfield, San Diego and Santa 
Barbara (see sponsor, 17 November 
1956). A gold-plated local special, it 
featured such personalities as Art 
Linkletter, Dave Rose and bis orches- 
tra, Hildegarde, Gogi Grant. Pegged 
to one item (chair beds), it left 
Riviera with little stock of this item 
in a year that saw an industry-wide 
drop to $2,780,000 (in wholesale 
[volume) from the $3,272,000 of 1955. 

The one-shot local splash, combined 
with a hefty year-round tv schedule, 
has proved a valuable way of getting 
the impact the sofa bed people need — 
and provides strong clues for any ad- 
vertiser interested in combining the 
impact of a local special (see SPON- 
SOR. 13 June 1959) with the bread- 
and-butter of a spot campaign. 

According to Wally Sherwin. 
Riviera's tv/radio director, "Our ex- 
perience with the '56 Christmas spe- 
cial led to our current experiment — 
a series of 60-minute splurges each 
month on KTTV in Los Angeles. The 
series is called Golden Camera and 
ranges from pure entertainment (tv 
premieres of movies like "The Good 
Earth") to news-in-depth studies." 
(See photo, opposite page.) 



This strategy lines up with Rivi- 
era's philosophy that programs sell 
its merchandise best. Says Sherwin, 
"We prefer full program sponsorship 
because we have found it to be more 
effective in terms of the time it takes 
for a full-demonstration commercial, 
capitalizing on the touches of humor 
and glamour we want to inject. 

"Announcements supplement oui 
program buys,"' be explains, "but we 
make sure impact in a station break 
is not diluted by too much company. 

"This is important because com- 
mercials are played down on the 
prestige series. In a 72-minute pro- 
gram, we use only seven minutes of 
commercial. Naturally, this involves 



bif 



gamble because the approxi- 



mate cost for each program is $25.- 
000 lour entire ad budget in 1954). 

"This figure covers the cost of the 
film (or remote), time, emcee, talent 
for commercials, production of pro- 
motional spots, newspaper ad« and 
other promotional tie-ins." 

Here's how Riviera spreads its 
S300.000 tv budget in Los Angeles: 

1. Golden Camera special, once a 
month, KTTV 

2. Tom Duggan late evening chat- 
ter, twice weekly. KCOP 




HUMOR brings approach full circle to orig- 
inal family appeal of sofa beds. Ivy League 
chimp stars in series of gimmict commercials 



3. Cal TinneY sports, three times 
weekly. KCOP 

4. Spot schedule, variable. K1LA 
The tv budget accounts for 60' « 

of the total half million advertising 
nut. David Siegel. v. p.. note* that 
newspaper schedules are closely tied 
to the tv activity. "We run our ads 
either on page three or on the tv 
pages. Our recent special Sunday 
supplements in two L.A. papers were 
directly tied to the Golden Camera 
series." 

Special campaigns for opening* 
and price promotions use radio hea\ • 
ily. Obviously, you can t just lie back 
and sell convertible beds. ^ 



GLAMOUR is tied in with tv schedule, which now highlights luxury of sofa beds. Typical promotion: starlet Nicki Gibson on mini convertible 
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SPOT RADIO'S TIME IS NOW 



^ PGW's New York seminar hears optimistic talk 
and sound advice from JWT, Mc-E, SSC&B, Grey 

^ Stations executives trade sales-building tips, get 
advertisers' viewpoint from Dodge and Shell Oil Corp. 




H. PRESTON (PETE) PETERS, pres. of Peters, Griffin, Woodward, opened two-day "Spot 
Radio's Time is Now!" seminar which was held in the Music Room of New York's Biltmore 



D 

■ m.alph Head of McCann-Erickson's 
affiliate. Sales Communication, Inc., 
told 65 radio station executives as- 
sembled in New York last week, "I 
believe you who work in and with 
local media are sitting on a litera 
gusher. If you can bring the wealth 
to the surface, let it gush, you can 
gain more respect for your medium 
than ever through sales results." 

Head was one of 25 agency, adver- 
tiser, and station men who addressed 
the two-day seminar on radio man- 
agement staged by Peters, Griffin, 
Woodward, Inc., station representa- 
tives, at the Biltmore Hotel. 

Theme of the sessions was "Spot 
Radio's Time is Now!" and Ralph 
Head's remarks could be taken as a 
keynote for the entire meeting. 

The seminar program, arranged bv 
Robert H. Teter, PGW v.p and direc- 
tor of radio, stressed practical opti- 
mism about spot radio's future, ex- 
plored every phase of station manage- 
ment, and of representative, agency 
and advertiser relations which affect 
spot radio sales. 

A panel session on radio program- 
ing featured talks on music, news anc 
community service by Ray Stanfield, 
WIST Charlotte, Robert J. Mcintosh. 
WWJ, Detroit and Harold C. Sund- 
berg, WMBD. Peoria. 

For a discussion of ratings and 
rating services. PGW turned to Frank 
Minehan, v.p. and director of media, 
Sullivan, Stauffer, Colwell, and Bayles, 
New York, and Ben Leighton, time- 
buyer of Campbell-Mithun, Minne- 
apolis. 

Minehan, who spoke on "We be- 
lieve in ratings," explained how the 
agency used research to determine the 
times of day when the radio audience 
presented as favorable an opportun- 
ity as tv in reaching housewives, and 
asked for more qualitative research, 
more information on local consumer 
outlets and better communications 
between stations, representatives and 
agencies. 

Leighton, who says, "rating helps, 
but other factors influence me," 
stressed the importance of program- 
ing and outlined the program factors 
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BAY STATION AND AGENCY MEN 



l-M studies in station evaluation. 

The PGW seminar also dealt 
(juarely with the problem of rate 
•ard confusion, and heard a plea by 
C. L. Deckinger, v.p. and director of 
nedia, Grey Adv. and Richard Jones, 
-.p. and media mgr., J. Walter 
Thompson, for simpler rate cards. 

William Dekker, v.p. and director 
if media, McCann-Erickson. discussed 
rade paper advertising by radio sta- 
ions and stressed the high readership 
Ivliich trade papers have among agen- 
I'y timebuyers and media supervisors, 

■ iccording to a Mc-E survey. 

I Dekker and Peter Moore, adv. di- 
rector, Dodge Motors, had kind 
livords to say about the "junkets" ar- 
ranged by stations for timebuyers 
find advertising executives, but both 

■ jmphasizcd the "fantastic" bid for 
littention each station is engaged in. 

Edward P. Harvell, mgr. broadcast 
Imedia, Shell Oil, said frankly. "We 
l^xpect media to contact our district 
I men," and gave constructive sugges- 
tions on how this should be done. 

Ralph Head, who was director of 
I marketing at BBDO before joining 
I McCann's Sales Communication, Inc., 
I talked on. "We want merchandising 
I assistance," but said. "Your potential 
I gusher may very well be the people 
■you know, the things you know, the 
I things you find out and the general 
I knowledge you have of \our mar- 
kets." 

He emphasized that "the national 
advertiser can't personally know his 
I national market as well as you know 
|vour local markets." and urged sta- 
tions to "let the right people know." 
As to merchandising specifics, he 
said. "We want well-tailored, well- 
directed assistance — rifle shots rather 
than shotgun shells. 

In addition to talks by station. 
1 agency and advertiser personnel, 
I PGW's seminar on "Spot Radio's 
I Time is Now!" also featured discus- 
I sions or station-representative rela- 
Itions and the need for more efficient 

■ sales tools in spot radio selling. 

For a comment on the tone and 
I significance of the PGW meetings, see 
Sponsor Speaks, Page 63. ^ 




FRANK MINEHAN, v.p. and dir. of media, SSC&B, said, "We believe In ratings" but sta- 
tions could help make agencies better salesmen for radio by providing more qualitative re- 
search and information on local outlets. He urged depth studies for individual station markets 




E. L. 

media 
cards, 



DECKINGER (I), v.p. and media dir. Grey Advtg. and Richard P. Jones v.p. and 
dir., J. Walter Thompson, took part in panel titled "We're crazy from crazy rate 
' had station men roaring with off-beat explanation of why rate cards must be simplified 



Kudos for an exceptionally well-run series 
of meetings went to Robert H. Teter, PGW 
v.p. and director of radio. Teter and staff 
spent weeks planning schedule, which in- 
cluded talks and panel discussions by 25 
different station, agency, advertiser and ra- 
dio executives. In introducing the panel on 
radio programing, Teter said, "Modern radio 
is the constant companion of the listener 
always there to provide entertainment, up 
to-date information. We'll explore the tech 
niques that build mass audiences, adver 
tiser recognition and spot radio billing. 
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WAS IT JUST AN ACCIDENT? 



^ Rhein gold's president Liebniann had part of his 
recent speech quoted in the A 7 . Y. World-Telegram & Sun 

^ The result: It made him sound pro-newspapers 
and against tv and radio— hut here is how he really feels 



N 



o one. of course, would ever ac- 
cuse the eminent New York World- 
Telegram & Sun of trying to knife 
the cause of radio tv advertising. 

So obviously the item at the right. 
v\ hich appeared in the newspaper's 
advertising column last week, was just 
an innocent, guileless mistake — the 
kind of accident which happens in 
the best of publications. 

Nevertheless, its appearance did 
upset Philip Liebniann, young (44) 
d)namic president of Liehmann 
Breweries, who wrote immediately to 
the W'-T&S, ''My remarks, as quoted 
out of context did not actually convey 
the true impression which was in- 
tended b) this speech as a whole. I 
pointed out very strongly how valu- 
able television and radio were as part 
of a total advertising program, and 
how our own company and the 
Brewer's Foundation had made good 
and different uses of these media." 

SPONSOR learned about this when 
it called the Rheingold people to ask 
for a copy of the complete Liebmann 
speech. Subsequently we talked per- 
sonally with Philip Liebmann him- 




PHILIP LIEBMANN is not only president, 
but heads up Rheingold beer advertising 



self, and we are happy to set the rec- 
ord straight on what he said and 
how he feels about radio and tv. 

The speech was delivered in Chat- 
ham, Mass., to a small group called 
the New England Newspaper Adver- 
tising Executives Association. 

In it. Mr. Liebmann made no bones 
of the fact that he likes newspapers 
as an advertising medium, and con- 
siders that the use of newspapers has 
been a major factor in winning first 
place for Rheingold in the New York 
market. 

But he carefully pointed out that 
both radio and tv have a "definite 
place" in advertising planning, and 
that there are "wonderful uses" for 
them. He said, for instance, "We've 
just bought a big spectacular for the 
Brewer's Foundation and we're going 
to buy two more. That is a good 
way to use television, the frosting on 
the cake — a big show to get y ou 
gratitude." 

His entire point, both in his Chat- 
ham speech and in direct conversa- 
tions with SPONSOR, is that different 
media have different characteristics 
and should be used in' different ways. 

Liebmann, who took over as presi- 
dent of the brewery firm at the age 
of 35 on condition that he retain 
control of the company's advertis- 
ing, is also chairman of the adver- 
tising and public relations committees 
of the U.S. Brewer's Foundation. The 
Foundation's June tv special Summer 
on Ice came up with a healthy 28.9 
Nielsen rating and a 52.0 share of 
audience. Liebmann has been recent- 
ly in California working on the next 
Foundation show, a Jerome Kern 
special scheduled over NBC on 22 
September. 

A highly original and creative ad- 
vertising man (he was responsible 
for the Miss Rheingold series), Lieb- 
mann is impatient with the multi- 



Otwerva&on Forward: Tele-| 
vision and radio are not for! 
daily contact with people who 
are looking to receive a daily 
message, Philip Liebman, presi- 
dent of Rheingold, told adver- 
' tising execs recently. He asked 
in reference to audience sur- 
veys: "How long did the per- 
son listen to jjje commercial, 
whether it was on radio or 
television? What did lie do 
about it? The minute the com- 
mercial went off some enter- 
tainment started. But when a 
person reads a newspaper he 
Is not looking for entertain- 
ment, except perhaps on Sun- 
day. Mostly he's looking for 
information and news, what's 
happened In the world. In 
sports, what's ^happening In 
things he wants to buy. And 
people reading newspapers are 
conditioned for advertising be- 
cause they want to read, adver 
tising when they read a news* 



HERE'S HOW the New York W-T&S re- 
ported a speech by Liebmann Breweries head 



plicity of commercials on some tv 
schedules. He suggests that station 
and networks should consider raisin 
their time prices so that they can 
eliminate too frequent I.D.s, 20's 
and other types of announcements. 

He is also highly critical of tv spot 
which are applauded by admen as 
humorous and entertaining but don 
sell beer (no names mentioned, o 
course ) . and says. "I think adver 
tising men ought to realize that their 
primary job is to sell products, not 
to entertain each other. 

He is equally critical of "fellow 
who like the broadcasting medium 
because they can brag about havin 
lunch at Twenty-One or Chasen's- 
it's very glamorous. But if it doesn 
sell the product, it is no good either. 

In short. Philip Liebmann is 
realist about all types of advertising 

But is he against radio and tv 9 
Don't you believe it — not ev en if \ ou 
read it in the W orld-Telegrain & 
Sun. & 
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TV BASICS^ AUGUST 

Tv viewing level retains its peak 



^ Nielsen's annual March study shows the average tv 
household continues to view tv almost 42 hours a week 



Uespile the old bugaboo about in- 
adequate network programing, the 
level of tv viewing remains at an all- 
time high. 

Thus pokes from the print media 
can't dispel this fact: the tv public is 
watching the screens — for the second 
year in a row — one hour out of every 
four, or almost 42 hours a week. 



These are some of the findings of 
Nielsen's annual study on cumulative 
audiences and usage patterns for tv 
viewing, as taken the first week of 
March each year. (See chart below. I 
Some highlights of this study : 
• More\han 95# of all U.S. tv 
homes, or 42.064 million different 
households, use their tv sets during a 



t\ pical week about the same a> the 
94.5V', or 40.163 million homes that 
used tv during the same week in 195!!. 

• The average home \icws t\ 11 
hours and 17 minutes a week, i\ith 
mornings accounting for 12' < of all 
tv viewing hours, afternoons 27V'. 
evenings 57V? and P"-"t midnight 4' V . 
In 1958 the a\erage home fof the 10 
million households) viewed tv 43 
hours and 12 minutes a week. 

• Almost half (21 million I of the 
homes use their tv sets after mid- 
night. ^ 



* 


Homes using tv, 


by dayparts, 


during an average week (1-7 


March 1959) 




By Dayparts 


% of total 


% 

Tv homes 


WEEKLY CUMULATIVE 

No. add 
(000) 


TOTAL 

Avg. hrs. per 
home reached 


* 


Mon.-Fri. A.M. 


9 


62.3 


27,412 


~>.71 




Mon.-Fri. P.M. 


19 


83.1 


36.564 


9.38 




Sunday A.M. 


1 


21.2 


10.648 


1.29 




Sunday P.M. 


4 


62.5 


27,500 


2.49 




Saturday A.M. 


2 


42.6 


18,744 


2.06 




Saturday P.M. 


4 


57.2 


25.168 


2.45 




All Evenings 


57 


95.5 


42.020 


24.00 


I* WWII 


12 Mid.-6 A.M. 


4 


48.0 


21.120 


3.23 




24 Hr. 7 Dav Total 


100 


95.6 


42.064 


41.82 



Source: A. C. Nielsen 



1. THIS MONTH IN NETWORK TV 



Network Sales Status Week Ending 1 August 



Daytime 

fiiinniiiiiiiiiiiiiiiiiiiniiiiu 

1 SPONSORED HOURS 1 



Nighttime 

spiiiiii*^ 

| SPONSORED HOURS 



| ABC ■h^hb 13:45 ABC ^mmam^m 18:00 

CBS i^HHHH 27:15 CBS H^^MHBH 24:15 

NBCf hhi^b 23:30 NBC m^^^^m 21:15 

illlillllllllllllllllllllUllllllllllll SllWBIlllllllllilllllll^ 

t Excluding pre-10 a.m. shows. t Excluding Jack Paar 
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2. NIGHTTIME 



c o 




P A 



SUNDAY 

ABC CBS NBC 



MONDAY 

ABC CBS NBC 



TUESDAY 

ABC CBS NBC 



AB 



PCA Champ. 
Coif Tourn. 

Midas (Boz. & 

J.) % 
lamm's regional 
ip-L $167,000 
\eekend, time & 
production cost 



deer The Press 
sust 



ohn Daly News 

sust 



ohn Daly News 
sust 



ohn Dal 

sus 



Conquest 

sust 
Twentieth 
Century 

rrudential 
(R-McC) 
B-F $35,000 



Chet Huntley 
Reporting 
sust 



No net service 



D Edwards 

Amer Home 
(Bates) 
'J-t. $9 snntt 



News 

Texaco (C&W) 
S'-L $6,500tt 



D. Edwards 

Equitable 
(FC&B) 
luPont (BBDO) 



News 
Texaco (C&W) 
N-L $6,500tt 



* mi Asked for it 
Skippy Peanut 
Butter (GBB) 

M-F $24,000 



Lassie 
Campbell Soup 

(BBDO) 
\-V $37,000 



Midwestern 
Hayride 

sust 



No net service 



No net service 



ABC News 
sust 



D Edwards 

Amer Home 
(repeat feed) 



News 

Texaco 
(repeat feed) 



ABC News 

sust 



D Edwards 

Equitable 
DuPont 



News 
Texaco 
(repeat feed) 



ABC I* 

sus 



Maverick 

(7:30-8:30) 
raiser Co (Y&R) 
■rackett (Y&R) 
iV-F $70,000 



That's My Boy 

sust 



Suspicion 

(7:30-8:30) 
sust 



olka Co-Round 

(7:30-8:30) 
sust 



Name That 
Tune 

Amer Home 
(Bates) 
J-L $23,000 



Buckskin 

EUSt 

SV-F $24,000 



Cheyenne 

(alt wks 
7:30-8-30) 
Harold Ritchie 
(K&E) 
J&J (Y&R) 
P&G (B&B) 
S-a $78,000 



tars in Action 

sust 



Northwest 
Passage 
sust 



Music 
Summer 

(7:00-; 
sus 



Maverick 



Ed Sullivan 

(8-9) 
Mercury (K&E) 
lit Kodak (JWT) 
V-L $79,500 



Suspicion 



olka Co- Round 



The Texan 
Brown & Wmsn 
(Bates) 
alt 

Lever (K&E) 
iV-F $37,000 



Restless Cun 

Sterling Drug 
(DFS) alt 
P&O (Compton) 
,V-F $37,500 



Sugarfoot 

(alt wks 
7:30-8:30) 
Am Clilcle 
(Bates) 
K. J. Reynolds 
(Esty) 
*V-F $78.000 



Playhouse of 
Mystery 

SUSt 



Steve Canyon 

L&M (Mc-E) 
alt sust 
A-F $44,000 



Music v 
Summers 



Law Man 

R .1. Reynolds 

(Esty) 
General Mills 
(DFS) 
W F $41,000 



Ed Sullivan 



Dragnet 

LAM (Mc-E) 

alt sust 
l-F $35,000 



Bold Journey 

Ralston-Purina 

(GBB) 
-F $9,500 



Father Knows 
Best 

>ver (JWT) alt 

Scott (JWT) 
?c-F $38,000 



Wells Fargo 

Amer Tobacco 
(SSC&B) 
alt Buick 
(Mc-E) 
iV-F $43,800 



Wyatt Earp 
Jen Mills (DFS) 
ait P&G 
(Compton) 
iV-F $38,000 



To Tell the 
Truth 

Carter (Bates) 
Marlboro 
(Burnett) 
l-L $22,000 



Jimmy Rogers 

L&M (DFS) 

alt sust 
V-L $35,000 



Dzzie O 
Kodak 

al 

Quaker I* 
(Wis) 

?c-F 



Colt .45 

P&G (B&B) 

W-F $13,800 



C. E. Theatre 

Gen Electric 
(BBDO) 
Dr-F $51,000 



Summer Chevy 
Show 

(9-10) 
Chevrolet 
(Camp-E) 
S'-L $65,000 



Pantomime 
Quiz 

EUSt 



rentier Justice 

Gen Foods 
(B&B) 

3c-f $n;ooo 



Peter Cunn 
Bristol-Myers 
(DCS&S) 
iiy-F $38,000 



The Rifleman 
Miles Lab 
(Wada) 
P&G (B&B) 
Ralston 
(Gardner) 
IV-F $36,000 



Adventure 
Showcase 
Pharmaceuticals 
(Parkson) 
(8/4 S) 
L-F $11,000 



Fanfare 

sust 



Donna M 

Sho 
Campbell* 

(BBI, a 
all 

""&G (CM 
Sc-F !• 



Deadline For 
Action 

(9:30-10:30) 
sust 



Hitchcock 
Presents 

Bristol-Myers 
(Y&R) 
My-F $39,000 



Summer Chevy 
Show 



Top Pro Coif 

(930-10:30) 
sust 



Joseph Cotten 
Show 

Gen Fooda 
(B&B) 
Sc-F $12,500 



Alcoa-Goodyear 

Theater 
Alcoa (FSR) alt 
Goodyear (Y&R 
Dr-F $39,000 



Naked City 
' Whitehall 
(Bates) 
Brown & Wmsn 

(Bates) 
My-F $37,000 



Spotlight 
Playhouse 

Pet Milk 
(Gardner) 
S. C. Johnson 
(NL&B) 
}r-F $10,000 



Bob Cummings 

Reynolds (Esty) 
alt 
sust 

Sc-F $36,000 



Accu 
sus 



Deadline For 
Action 



Richard 
Diamond 
Lorlllard (LAN) 
A-F $36,000 



Loretta Young 

P&G (B&B) 
Or-F $42,500 



Top Pro Coif 

sust 



Desilu 
Playhouse 

(10-11) 
Westlnghouse 
(Mc-E) 
Dr-F $82,000 
(average) 



Arthur Murray 
P. Lorlllard 
(L&N) alt 
Pharmaceuticals 

(Parkson) 
7-1, $30,000 



Alcoa Presents 

Alcoa (FSB) 
Dr-F $35,000 



Andy Williams 
Show 
(10-11) 
ievlon (Li Roche i 
L $50,000 



David Niven 

Singer (Y&R) 
alt 

sust 

Dr-F $32,000 



Wed IM 

Figl 
Brown &[*' 
(Bat 
Miles (:* 
(10-cf I 

SSn-T. M 



Meet McCraw 
Alberto Culver 
(Wade) 
A-F $9,500 



What's My Line 
Kellogg 
(Burnett) 
alt Sunbeam 
(Pen-In- Paus) 
" L $32,000 



No net service 



Desilu 
Playhouse 



Andy Williams 
Kellogg 

(Burnett) 
alt 

Pittsburgh Plate 
(Maxon) 



I 



6.00 



6:30 



7:00 



7:30 



8:00 



8:30 



9.-00 



9:30 



10:00 



10;30 



* Color show, ttCost is per segment. Prices do not include sustaining, par- 
ticipating or co-op programs. Costs refer to average show costs including 
talent and production. They are gross (include 15% agency commission). 
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They do not include commercials or time charges. This chart covers period 
1 Aug. ■ 28 Aug. Program types are indicated as follows: (A) Adventure, 
(Au) Audience Participation, (C) Comedy, (D) Documentary, (Dr) 
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A P H 



1 AUG. - 28 AUG 



; 



DNESDAY 

BS NBC 



THURSDAY 

ABC CBS NBC 



ABC 



FRIDAY 

CBS 



NBC 



SATURDAY 

ABC CBS NBC 



John Daly News 

sust 



John Daly New 

sust 



PCA Champ. 
Coif Tourn. 

Midas Co. Vi 
(Bozell & Jacobs 
Ilamm's-rcgiona] 
(8/1; 5:30-6:30 
Sp L $107,001 
weekend, time 



fi wards 
■ (Bates) 

$9.500tt 



News 
Teiaco (C&W) 
N-L $6.500tt 



D Edwards 
Whitehall 
(Bates) 
N-L J9.500tt 



News 

Teiaco (C&W) 
N-L $6,500tt 



D Edwards 
Equitable Lire 
(FC&B) 
Parliament 
(B&B) 
N-L $9.500tt 



News 
Teiaco (C&W) 
N-L $6.500t1 



No net service 



No net service 



No net service 



wards 
r!er 
m t teed) 



News 

Teiaco 
(repeat feed) 



ABC News 
sust 



D Edwards 
Whitehall 



News 

Teiaco 
(repest feed) 



ABC News 

sust 



D Edwards 
Equitable Life 
Parliament 
(repeat feed) 



News 
Teiaco 
(repeat feed) 



I light 
safer 



Wagon I rain 

(7:30-8:30) 
Ford (alt hour) 

(JWT) 
National Biscuit 
(alt M hr.) 
(Mc-E) 
W-F S35.500 
(% br.) 



Oh, Boy 

sust 



Invisible Man 
sust 



The Californian 

sust 



Rin Tin Tin 

Nablaco (K&E) 
A-F $36.00' 



Rawhide 

(7:30- 8:30) 
Lever (JWT) 
Parliament 
(B&B) 
W-F $i0,00« 
(1 hour) 



Pete Kelly's 
Blues 
sust 



Dick Clark 

Show 
Beech-Nut 
Life Savers 
(T&R) 
Mu-L $14,501 



Reckoning 
(7:30-8:30) 
Fla. Citrus 
(B&B) 
n. Curtis (Weiss 
Parliament 
(B&B) 
My-F $45,001 



People Are 
Funny 
Tonl (North) al 
R. J. Reynolds 
(Eity) 
Au-F $24. »0 



Talking 

Research 
(Kastor, 
C&A) 
$13,000 



Wagon Train 
R. J. Reynolds 
(Esty) 
(alt M hr.) 



Zorro 

AC Spark 
(Brother) 
7- Up (JWT) 
A-F $37,000 



December Bride 
General Foods 
(B&B) 
Sc-F $.12,000 



Who Pays? 
Purei (Weiss) 
Q-L $19,000 



Walt Disney 
Presents 
(8-9) 
Hill Bros. 
(Ayer) 
M-F $47,00 
(% hr. 



Rawhide 

Pharmaceuticals 
(Parkson) 



Further Advent 
of Ellery Queer 

(8-9) 

sust 

My-F $27.50 
<V4 hr. 



jubilee. U.S.A 
(8-9) 
Wmsn- Dickie 
(Brans & Assoc) 
Hill Bros. (Ayer 
Mu-L $1J.50( 
br. 



Reckoning 
Sterlini (DF8) 
Gulf (T&R) 
Hamm (C M) 

CoigaU 
Van Heusen 
(Grey) 



•Perry Present 

(S-9) 
Kimberly-Clark, 

(FC&B) 
BOA & Whlrlw 
(K&E) 
Chenutrand 
(DDB) 
V-L $60.001 



frkdown 

rcooy 
(fapton) 
A. Too 13 

,3DO) 
■ $33,500 



Price Is Right 
Lever (JWT) 
Q-L $21,500 



The Real 
McCoys 
P&G (Comptoa) 

Sc-F $36,000 



Derringer 

S. C. Johnson 
(NL&B) 
alt 

P. Lorillard 
(L&N) 

w-f $<a,eoe 



Lawless Years 

sust 



Wilt Disney 
Hudson Pulp 
(N.C&K) 
Reynolds Metal 
(Lennen & 
Newell) 



I Love Lucy 

sust 



Ellery Queen 



Jubilee. U.S.A, 
Massey- Ferguson 

(NL&B) 
Carter Products 



Wanted Dead 

or Alive 
Brn & Wmson 

(Bates) 
Bristol-Myers 
(DOS&S) 
W-F $39.00i 



•Perry Present 

Sunbeam 
(Perrin Paus) 
Norzema 
(L 8/15) 
(SSC&B) 
Am Dairy (C-M 
(L S SI 



I illionaire 
■ (Bates) 
F $37,000 



Kraft Music 

Hall 
Starring Dave 
King 
Kraft 
(JWT) 
Mu-L S45.00C 



Leave It To 
Beaver 

Miles (Wade) 
Ralson (Gardner) 

5-Day (Grey) 
Sc-F $36,000 



Zane Crey 
S. C. Johnson 
(NL&B) alt 
General Foods 
(B&B) 
W-F $45,000 



Bachelor Father 

Am Home(Bates) 
Am Tob (Oumb.) 
Sc-F $42,000 



Tombstone 
Territory 
Lipton (T&R) 
Philip Morris 
(Burnett) 
W-F $33.50 



Phil Silvers 
R. J. Reynolds 

(Esty) 
Schick (B&B) 
Sc-F $42,000 



M Squad 
Amer. Tobac. 
(SSC&B) 
alt 

G.E. (BBDO) 
My-F $31.00( 



Lawrence Welk 

(9-10) 
Dodge (Grant) 
Mu-L $17,501 
(% hr. 



brenner 
Lever (JWT) 
F $33,00 



Black Saddle 
L&M (Mc-E) 
alt 

Collate (Me-E) 
W-F $37,oo< 



I Cot a 
I cret 
n ti (Esty) 
M $27,000 



Bat Mastcrson 
Kraft, Nafl 
Dairy (JWT) 
W-F $33,000 



Rough Riders 
P. Lorillard 
(L&N) 

alt sust 
W-F $47.000t 



Playhouse 90 
(9:30-11) 
Amer Gas 
(L&N) alt 
Kimberly-Clark 
(FC&B) 
Dr-L&F $45,000 
(14 nr.) 



21 Beacon St. 
Ford (JWT) 
A-F $18,000 



77 Sunset Stri| 
(9:30- 10:30) 
Amer. Chicle 
(Bate*) 
My-F $71.00 



Lux Playhouse 

Lever (JWT) 

alt wks 
Stripe Plyhse 
Lever (JWT) 
Dr-F $38,000 



Colgate 
Western 
Theater 

Colgate (Bates) 
W-F $13.00( 



Lawrence Welk 



Have Gun. Wil 
Travel 
Whitehall 
(Bates) 
alt Lever (JWT 
W-F $38,00 



Cimarron City 
(9 JO- 10:30) 
Flit (Mc-E) 
(L 8/15) 
sust 

W-F $30,001 

m he 



;t:el Hr 
s 10-11) 
Steel 
3DO) 
$60,000 



This Is Your 

Life 
P&G (B&B) 
D-L $52,000 



Your Neighbor 
The World 

sust 



Playhouse 90 
Allstate 
(Burnett) 
alt 

Reynolds (Esty) 



The Best of 

Croucho 
Tonl (North) 
alt 

Lever (JWT) 
Q-L $13,000 



77 Sunset Strii 
Carter Prod. 
(Bates) 
Whitehall 
(Bates) 
Harold Ritchie 
(K&E) 



The Line Up 
P&G (T&R) 
My-F $34,000 



Cavalcade of 
Sports 
Gillette (Maion) 

(10-concl) 
Sp-L $45,000 



Big Picture 

sust 



Cunsmoke 
L&M (DFS) al 
Sperry-Rand 
(T&R) 
W-F $40,001 



Cimarron City 
Cons. Clears 
(I.&N) 
sust 



Theatre 
Ri 10-11) 
(strong 
■ iDO) 
I $48,000 



Playhouse 90 

Renault (>CL&B> 
alt sust 



Masquerade 
Party 
Lorillard (L&N) 

ait Sargent 
Q-L $13,000 



Amateur Hour 
Pharmaceuticals 

(Parkson) 
V-L $23,000 



Jackpot Bowling 

Bayuk (Werman 

& Schorr) 
Sp-L $3,000 



Markham 
Schiitl (JWT) 
My-F $39.00( 



DA's Man 
L&M (Me-E) 
A-F $3S.OO< 



tte?\« ( ^ {V Interv ' ew . (J) Juvenile, (L) Live. (M) Misc. L preceding date means last date on air. S following date means starting 

(Mu) Music, (My) Mystery (N) News. (Q) Quiz-Panel. (Sc) Situation date for new show or sponsor in time slot. 
Comedy, (Sp) Sports. (V) Variety, (W) Western. tNo charee for repeats. 
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BLUE 
RIBBON 
RADIO 

A six-part industry-researched 
series of top 
advertisers and how they 
prosper with radio 

Starting 1 August issue 



Where is radio's place among the major national media? What is radio's role in serving specific needs ot major 
national and regional advertisers? 

Many major advertisers rely heavily on radio. Beginning with the August issue SPONSOR presents the stories of 
six "Blue Ribbon" radio users researched and written in collaboration with the RAB, They will appear in six con- 
secutive issues and will include the following (not necessarily in order of appearance): 



A 100% RADIO CLIENT 
WHO'S #1 IN THE FIELD 

What intelligent use of radio has done 
for a top seller to motorists both to cap- 
ture consumers on the highway and to 
open new distributorships 


HOW TO MARKET 
AN AIRLINE 

How radio has helped an airline in popu- 
larizing its service as if it were a super- 
market operator or chain operation stuck 
with an ovei supply of product 


FOOD PRODUCT, 

CLIMBS WITH LIGHT SELL 

Just because the product is highly con- 
ventional, it doesn't mean that the copy- 
must match, flere's how a food company 
uses radio with creativity 


HOW TO DEMONSTRATE 
VIA RADIO 

A top beverage manufacturer uses radio 
to promote a highly demonstrable prod- 
uct — strictly "by ear." This company 
found radio can sell an image 


AUTOMOTIVES: RADIO 
SELLS COSTLY PRODUCTS 

The automotive industry has changed in 
the past few years; seasonal buying peaks 
are passe. Here's how a blue-chip auto- 
motive uses radio year round 


THE CASE OF THE 
TRADE ASSOCIATION 

How does an association representing a 
number of clients in the same industry 
use radio to promote all lines to all con- 
sumers and create a new "image'' 



-SPONSOR 

THE WEEKLY MAGAZINE TV / RADIO ADVERTISERS USE 

| 

I 



DAYTIME 



C O 




PAR 



10:00 
10:15 
10:30 
10:45 
11:00 
11:15 
11:30 

11:45 



12:15 
12:30 
12:45 



SUNDAY 

ABC CBS 



NBC 



MONDAY 

ABC CBS NBC 



TUESDAY 

ABC CBS NBC 



AB 



Lamp Unto My 
Feet 



On The Co 

sust 



Dough Re Mi 

sust 



On The Co 

sust 



Dough Re Mi 

BUBt 



Look Up & Live 

BUBt 



Sam Levenson 

sust 



Treasure Hunt 

sust 



P&O »lt 

Lever 



Sam Levenson 

sust 



Measure "unt 
Culver alt 
sust 



Frlgidalre tit 

Armour 



Eye On 
New York 
suit 



I Love Lucy 

sust 

Lever 



Price Is Right 
Lever 
lit Ponds 
Sterling 
alt Whitehall 



I Love Lucy 

Lever 

sust 
alt Gen Foods 



Price Is Right 
Lover ait 
Sunshine 
Stand Brands 



Camera Three 

SUBt 



Top Dollar 
Collate 



Concentration 
Culver alt 
Lever 

Armour 
alt Lever 



Top Dollar 
Col gate 

General Foods 
alt sust 



Concentration 
Frigldalre 
Lever alt 

Alberto Culver 



Bishop Pike 

SUBt 



Across The 
Board 

sust 



Love of Life 
sust 

Amer Home Proc 
alt sust 



Tic Tac Dough 

Ponds alt Miles 



Across The 
Board 
sust 



Love of Life 

sust alt 
Gen Mills 



Tic Tac Dough 
Stand Brands 

P&O 



Across > 
Boa 



3 e aiL l i fm 
Tomorrow 

P&O 



It Lould Be 

You 
Al. Culver alt 

Miles 
Armour alt P&O 



Johns Hopkins 
File 7 

BUSt 



Pantomime 
Quiz 

sust 



Search for 
Tomorrow 
P&O 



Guiding Light 
P&O 



It Could Be You 

Whitehall 

Ponds alt P&O 



Pantomime 
Quiz 

sust 



Cuiding Light 
P&O 



College News 
Conference 
sust 



Music Bingo 

sust 



No net service 



News 
(1:25-1:30) 
sust 



No net service 



Music Bingo 

sust 



No net service 



News 
(1:33-1:30) Bust 



No net service 



Pantoi 

Qu- 
Let 

Music M 

5U' 



Eternal Light 

sust 



Leo Durocher's 
Warmup 

sust 



World Turns 
P&O 

Sterling alt 
Carnation 



No net service 



World Turns 
P&O 



Sterling alt 
Miles 



No net service 



Major League 

Baseball 
Phillies Bayuk 
Cigars 
(Vz network) 
Anheuser-Busch 



Baseball Game 
of the Week 
various times 
various sponsors 



Day In Court 

Amer Home 

Poods 
Johnson & 
Johnson 



For Better Or 
For Worse 
sust 



Queen tor a 
Day 

sust 



Day In Court 

General Foods 



For Better Or 
For Worse 

sust 

sust 



Queen for a 

Day 

sust 
sust alt 
Alberto Culver 



Day In t 

Beech J 



{Vz regional) 



Cale Storm 
Show 

Armour 
Lever 



Art Linkletter 

Stand Brands 
alt Lever 
Standard Brands 
Van Camp 



:ourt of Human 
Relations 



Cale Storm 
Show 

Block Drug 
Amer Home 



Art Linkletter 

Swift 
•It Tonl 



Kellogg 



Court of Human 
Relations 

sust 



Cale «■» 

BeechW 



Open Hearing 

BUBt 



Beat The Clock 

Lever 
Block Drug 



Big Payoff 
Colgate 



Young 
Dr. Malone 

sust 



Beat The Clock 

General Foods 
Tonl 



Big Payoff 

General Foods 
alt sust 



Young 
Dr. Malone 

sust 



)eat ThJ| 

Johl 
Beech it 



Who You Trust? 

Armour 

Johnson & 
Johnson 



Verdict Is Your 
Stand Brands 



Amer Home 
alt Lever 



From These 
Roots 

sust 



Who Do You 
Trust? 

General Foods 
Amer Home 



'irdict Is Yours 
Gen Mills 

alt Lever 

Swift 
alt Tonl 



From These 
Roots 
P&O 



Who DT»i 
Tru 

Am 
BeechJl 



American 
Bandstand 

Clairol. 
Beech-Nut 



Brighter Day 
P&O 



Secret Storm 
Amer Home Vr**\ 



Truth or 
Consequences 
Sterling 

P&O 



American 
' Bandstand 

Lever 
Gcneril Mills 



Brighter Day 

PtO_ 

Secret Storm 
Gen Mllla 



Truth or 
Consequences 

sust 



P&O 



Amein 
Band** 

Shu 

Am 



Paul 



Winchell 
sust 



Lone Ranger 
Gen Mills 

Cracker Jack 
Frltos Co 



American 
Bandstand 

Rolley 
Northam-Warren 



Edge of Night 
P&O 



County Fair 



Sterling 
alt Lever 



American 
Bandstand 

Carter 
Welch 



Edge ef Night 

r&O 

Sterling 
alt Miles 



County Fair 

sust 

sust alt 
Lever 



Ameiie 
Band*! 
Reg* 
IMF ViM 



The Last Worl 

SUBt 



American 
Bandstand 
co-op 



American 
Bandstand 
co-op 



Amen 
Band" 

co- 



Face the 
Nation 

sust 



Frontiers of 
Faith 

sust 



Mickey Mouse 
Club 

Goodrich 
Bristol- Myen 



Walt Disney's 
Adventure Time 

co-op 



Mickey lw 
CI 

GW* 
Oen '» 
t 



NOTE: On ABC TV, Day In Court, Gale Storm, Beat the Clock, Who Do I'm Trust!, and American Bandstand do not show day of participations, 

HOW TO USE SPONSOR'S The network schedule on this and preceding pages (42, 43) 

MPTWARK TD cVICinW includes regularly scheduled programing 1 August to 

mtl WUIflV I CLCVIdlUN 28 August, inclusive (with possible exception of changes 

CO IVI PARAGRAPH made by the networks after presstime). Irregularly sched- 



G R A P 




1 AUG. - 28 AUG 



iNESDAY 

BS NBC 



THURSDAY 

ABC CBS NBC 



ABC 



FRIDAY 

CBS 



NBC 



SATURDAY 

ABC CBS NBC 



he Co 



Dough Re Mi 
suit 



On The Co 

sust 



Dough Re Mi 
sust 



sust alt 
Brown & Wmsn 



On The Co 

sust 



Dough Re Mi 
suit 

Armour 
alt Nabisco 



Captain 
Kangaroo 

Participating 
and sust 



M ighty Mo use 

Gen Foods 

alt sust 
ColKatf alt 
Gen Foods 



Howdy Doody 

RUSl 

Continents! 
B skint 



Treasure Hunt 
Miles alt sust 



Com Prod 
alt P&G 



Sam Levenson 
sust 



Treasure Hunt 

sust 
alt Frlgldalre 



P&G 
alt Heinz 



Sam Levenson 
U.S. Steel 
alt sust 



Treasure Hunt 
Gen Mills alt 

sust 



Whitehall alt 
Sterling 



Ruff 0 Reddy 

Borden alt sust 
Gen Foods 
alt Mars 



Lr. Lucy 
Ia alt 

st 

£:r sit 
■ st 

Ti 

■I Dollar 
Icsu 



Price Is Right 
Frleldalre 
Sterling 
Heinz alt 
Armour 



Love Lucy 

Lever 



Price Is Right 
Al. Culver 
alt Lever 



Miles alt 

Lever 



I Love Lucy 

Lever alt 
Tonl 
Kodak all sust 



Price Is Right 
Lever alt 
Com Prod 
Stand Brands 
Gen Mills 



Uncle Al Show 

(11-12) 
National Biscuit 



-feckle & Jeckle 
sust 

Gen Mills 



Fury 

Borden 
alt Gen Foods 



Concentration 
Heinz alt Miles 

Nabisco alt 
Brlllo 



Top Dollar 
Colgate 



Concentration 

Nestle 
alt Lever 
Heinz alt 
Whitehall 



Top Dollar 

Colgate 



Concentration 

Ponds alt 
Bauer tc Black 



Lever alt 
Bra & Wmsn 



Uncle Al Show 



Love of Life 

sust 
alt Ton! 



Adventures of 
Robin Hood 
sust 

Colgate alt sust 



Circus Boy 
Mars alt 
sust 



rtif Life 

■st 

Fime Prod 

ill) For 

roirrow 
■40 



Tic Tac Dough 

Heinz alt 
Brn & Wmsn 



Across The 
Board 

sust 



Love of Life 

sust alt Lever 

Amer Home 



Tic Tac Dough 

Al. Culver 
alt Heinz 
P&G 



Across The 
Board 

sust 



Atlantis alt 
Gen Mills 



Tic Tac Dough 
Gen Mills alt 
Sunshine 
P&G 



Search tor 
Tomorrow 
P&G 



True Story 
sust 



Sterling Drug 



Ml Light 

IG 



Could Be You 
Whitehall alt 

Nestle 
Corn Prod 
alt Brlllo 



Pantomime 
Quiz 

Armour 
General Foods 



Cuiding Light 
P&G 



It Could Be 
You 
Mllea alt 

Nabisco 
P&G 



Pantomime 
Quiz 

Armour 



Search for 
Tomorrow 
P&G 

Cuiding Light 
P&G 



Could Be You 
Stand Brands 
alt sust 

P&G all 
Corn Prod 



No net service 



Music Bingo 

sust 



No net servlc( 



News 
(1:25-1 -30) sust 



No net service 



Music Bingo 

sust 



No net service 

News 1 No net service 
(1:25-1:30) sust 



Detective Diary 
Sterling Drug 



Mr. Wizard 

sust 



* Turns 

to 

"aig alt 

I st 



No net service 



As the World 
Turns 

P&Q 

Plllsbury 



No net service 



For Better Oi 
For Worse 
s- <tt alt sust 



Queen for a 
Day 

sust 



World Turns 
P&Q 
Svrift 
alt Sterling 



No net service 



■ tier Or 
oiVorse 

;st 

kiltsust 

-t' 



Queen for a 
Day 

BUSt 



Day In Court 

Prackett, 



sust 
alt Lever 



sust 
alt Miles 



Day In Court 

Armour 



For Better Or 
For Worse 

Lever 



Queen for a 
Day 
sust 

Nabisco alt sust 



Baseball Came 
of the Week 
various sponsors 
(2 to eoncl) 



Leo Durocher's 
Warmup 

sust 



1 ikletter 
kc Bros 
kjtlintl l 
llatlon 



Court of Human 
Relations 

sust 



Gale Storm 

Prackett 



Art Linkletter 
Eallogg 
Plllsbury 



Court of Human 
Relations 

sust 



Gale Storm 

Johnson & 
Johnson 



Art Linkletter 
Lever Bros 



Swirt alt 
Staler 



lourt of Human 
Relations 
sust 



llijyoff 
data 



Young 
Dr. Malone 

sust 



Beat The Clod 

Prackett 
Armour 



lig Payoff 
sust 



Young 
Dr. Malone 

sust 



leat The Clod 
Amer Homo 



Big Payoff 
Colgata 



Young 
Dr. Malone 

sust 



Major League 

Baseball 
Phillies Bayuk 

Clears (H) 
Anheuser- liuscb 



wis Yours 
st 

ftljltjoier 

In alt 

Sling 



From These 
Roots 

sust 

sust 



Who Do You 
Trust? 

Prackett 
Tonl 



Verdict Is Your 
Sterling alt Scot 
Carnation 
alt Scott 



From These 
Roots 

sust 



Who Do You 
Trust? 

Lever 
General Foods 



Verdict Is Your: 
Gen Mills alt 
Atlantis 

Gen Mills 
alt Lever 



From These 
Roots 

sust 

sust 



test Day 



m Storm 
sr *oe Prod 



Truth or 

Consequences 
Corn Prod alt 

sust 
P&Q 



American 
Bandstand 

Tonl. Old 
London Foods 



Brighter Day 
P&Q 

Secret Storm 

Scott alt 
Amer Home 



Truth or 

Consequences 
F&O 
Culver alt PS- 



American 
Bandstand 

Mennen 
Amer Home 



Brighter Day 
P&Q 

Secret Storm 
Amer Home Proc 
alt Gen Mills 



Truth or 
Consequences 
Whitehall alt 

Com Prod 



P&G 



ft I Night 
| to 

St ilk alt 
,4 nils 



County Fair 

Frlgldalre 
alt Gen Mills 



Heinz alt 
Sterling 



American 
Bandstand 

Gay lord 
Block Drug 



Edge of Night 
P&Q 

Plllsbury 



County Fair 
Heinz alt 

sust 

Lever alt Miles 



American 
Bandstand 

Hollywood Carnl 



Edge of Night 
P&Q 

Amer Home 
alt 
Sterling 



County Fair 

sust 

Lever alt 
sust 



; 



American 
Bandstand 

co-op 



American 
Bandstand 
co-op 



Walt Disney's 
Adventure Tim 
Miles 
Internat. Shoe 



Mickey Mouse 
Club 

Gen Mills 
Mattel 



Lone Ranger 
Nestle alt 
Gen Mills 



but list all sponsors, Monday through Friday, buying programs during month. 



uled programs appear during this period are listed 
as well, with air dates. The only regularly scheduled pro- 
grams not listed are: Tonight, NBC, 11:15 p.m.-l a.m., 
Monday-Friday, participating sponsorship; Sunday News 



Special, CBS, Sunday, 11-11:15 p.m. (Carter and White 
hall ) ; Today, NBC, 7-9 a.m.. Monday-Friday, participating; 
Neics CBS, 7:45-8 a.m. and 8:45-9 a.m.. Monday-Friday 
All limes are Eastern Standard. 



SPC 



Top 10 shows in 10 markets 
Period: 1-28 May, 1959 

TITLE, SYNDICATOR, SHOW TYPE 


National 
average 


7. STATION 
MARKETS 


5-STA. 
MARKET 


4-STAT10N MARKETS 




N.Y. L.A. 


Seattle 


Chicago Detroit Minpls. St. Louis San Fran. Wash. 


Atlanta Bait. Boston Buffalo 


Highway Patrol 

* 1¥ (Adventure) 


18.7 


11.4 8.7 

wrca-tv kttv 
7 :00pni S :00pm 


21.2 

komo-tv 
7 :00pm 


20.7 14.5 20.5 20.2 15.9 12.5 

vvgn-tv wjbk-tv kstp-tv ksd-tv kron-tv wtop-tv 
9:30pm 7:00pm 9:30pm 9:30pm 0:30pm 7:00pm 


22.2 13.3 22.9 16.5 

waga-tv wmar-tv wbz-tv ugr-tv 
9 :00piu 7 :00pm 7 :00pm 7 :00pm 


Mike Hammer 

»« (Mystery) 


17.7 
17.1 


18.9 8.2 

wrca-tv krca-tv 
10:30pm 10:30pm 


14.2 

king-tv 
10:30pm 


18.2 13.5 12.0 22.5 17.5 

wgn-tv cklw-tv ksd-tv kron-tv wrc-tv 
9:30pm 9:00pm 10 :00pm 10:30pm 10:30pm 


13.2 21.5 22.2 

wlw-a wnac-tv wgr-lv 
10 :30pm 7:00pm 10 :30pm 


Death Valley Days 

u.s. borax (Western) 


11.2 9.8 

■.vrca-tv krca-tv 
7 :00[tni 7 :00pm 


22.2 

king-tv 
9:00pm 


15.9 19.5 22.9 15.2 9.5 14.9 

wgn - 1 v wwj - tv wcco- tv kmox- 1 v k tvu - tv w rc- tv 
9:30pm 7:00pm 9:30pm 9:30pm 7:30pm 7 :00pm 


15.5 18.8 17.5 21.2 

wsb-tv wjz-tv wbz-tv uben-tv 
7:00pm 7:30pm 10:30pm 7:00pm 


Rescue 8 

screen gems (Ad\enture) 


17.0 


9.9 

krca-tv 
7:00pm 


26.2 

king-tv 
9:30pm 


13.5 15.5 18.5 13.2 

wgn-tv vvcco-tv ksil-tv kron-tv 
8 :30pm 7:30pm 9:30pm 6:30pm 


13.5 12.3 20.2 15.5 

wsb-tv vvbal-tv wnac-tv wgr-tv 
10 :30ptn 7 :00pm 7 :30pm 7 :00pni 


Sea Hunt 

zlv (Adventure) 


16.7 


6.7 8.4 

wahc-tv krca-tv 
10:30pm 10:30pm 


16.2 

king-tv 
10:00pm 


20.2 25.7 9.2 18.9 20.2 10.5 

wnbq-tv wjhk-tv wten-tv ktvi-tv kron-tv wmai-tv 
9:30pm 10:30pm 9:00pm 9:30pm 7:00pm 10:00pm 


12.2 17.8 12.5 17.2 

wsb-tv vvbal-tv vvlidh-lv wkbw-lv 
7:00prn 10:30pm 10:30pm 10:30pm 


U. S. Marshal 

nt a (Western) 


16.4 


13.8 5.2 

wrra-tv kttv 
10:30pm 7:00pm 


4.3 

ktnt-tv 
8:15pm 


9.9 19.5 9.2 16.9 18.2 15.9 

wbkh-tv vnvj-tv kstp-tv ksd-tv kron-tv vvre-tv 
9:00prn 10:30pm 10:30pm 10.00pm 7:00pm 10:30pm 


19.7 11.3 17.2 10.2' 

waga-tv wbal-tv wnac-tv wkbw-b 
10 :30pm 10:30pm 10:30pni 9:30pm 


Mackenzie's Raiders 

11 v (Adventure) 


15.9 


12.2 14.2 

webs-tv kttv 
8:0llpn] 8:00pm 


10.2 

komo-tv 
9 :30pm 


22.5 13.2 18.5 12.2 10.9 12.2 

wnbq-tv wxyz-tv kstp-tv ktvi-tv kpix wtop-tv 
9:30pm 7:00pm 9:30pm 9:30pm 8:00pm 7:30pm 


13.2 18.0 16.2 

wsb-tv vvbal-tv wben-tv 
7:00pm 10:30pm 7:00pm 


Whirlybirds 

CBS (Adventure) 


14.3 


3.4 7.2 

wpix khj-tv 
7:30pm 7:30pm 


5.2 

ktnt-tv 
9:00pm 


12.2 9.9 16.4 10.5 

wgn - tv w t oh - tv ksp - tv wt t e - tv 
9 :00pm S :30pm 10 :00pm 7 :00pm 


22.5 6.3 19.9 13.5 

wsb-tv wmar-tv whz-tv wben-tv 
7:00pin 7:30pm 7:00pm 7:30pm 


Huckleberry Hound 

screen gems (Cartoons) 


14.0 


7.9 13.9 

uplx knxt-tv 
0 :30pni 7 :30pm 


18.2 

king-tv 
0 :00pm 


13.5 13.2 13.2 13.5 8.5 

vvgn-tv rkiw-tv vceo-tv ktvu-tv vvrc-tv 
7:30pni 7:00pm G :30pm tl:30piii 0:00pm 


11.2 15.5 

«hv a wnac-tv 
7 :00pm 0 :30pm 


State Trooper 

(Adventure) 


14.0 


2.9 2.7 

wor-tv khj-tv 
0:30pm 8 :00pm 


6.5 

ktnt-tv 
8:30pm 


11.5 12.2 17.5 9.9 8.5 

wgn-tv kstp-tv ksd-tv kpix wmal-tv 
9 :30pm 9 :30pm 9 :30pm 7 :30pm « :30pm 


17.7 1 

wben-tvfl 
7 :00pm | 



Top 10 shows in 4 to 9 markets 



If You Had A Million 

MC * (Drama) 


15.4 


9.4 

vvrca-tv 
7 :00pm 


22.8 

king-tv 
9 :00pm 




14.2 

wsb-tv 
10:30pm 


Divorce Court 

Gu "- D (Drama) 


14.2 


10.4 

kttv 
9:00pm 


8.8 14.5 13.5 

wgn-tv wjbk-tv kron-tv 
10:00pm 7:00pm 0:00pm 


14.9 

whdh-tv 
10:00pm 


Badge 714 

(Mystery) 


13.1 


4.2 

wpi* 
8:00pm 


4.9 

ktnt-tv 
9:00pm 


9.5 13.7 11.9 

wnbu-tv kstp-tv wttg-tv 
10:00pm 10:30pm 7:30pm 


16.1 

wmar-tv 
6:30pm 


Jim Bowie 

ABC (Adventure) 


13.0 


4.1 3.9 

unew-tv kttv 
7:00pm 6:15pm 




6.2 12.2 

krasp-tv wttg-tv 
8:30pm . 7:00pm 




Little Rascals 

interstate (Comedy) 


11.5 
11.2 


6.7 11.9 

wabc-tv khj-tv 
(i :00pm 7:00pm 




9.2 

wxyz-tv 
10:00am 




Terrytoons 

CBS (Cartoons) 


7.5 

vvor-tv 
7 :O0pm 




7.9 6.5 

wgn-tv ksd-tv 
9:00am 8:30am 


— 


Honeymooners 

c °s (Comedy) 


11.0 
10.7 


2.7 

vvpix 
!l :00pm 




5.5 11.2 5.5 12.2 

wgn-tv vavj-tv kmsp-tv kron-tv 
9:00pm 7:00pm S:30pm 7:00pm 




Dr. Hudson 

MCA (Drama) 


6.4 

kttv 
0:30pm 


5.9 

ktnt-tv 
9:30pm 


12.2 

wwj-tv 
10:30pm 




Frontier 

( Western) 


10.7 




8.9 

klng-tv 
4 :30pm 


4.2 5.9 7.3 12.5 

wnbq-tv kmsp-tv ksd-tv kgo-tv 
12 :30pm 7 :30pm 2:00pm 8 :00pm 


15.0 

wkhwJ 
9:30prr 


1 Search for Adventure 

ragnall (Adventure) 


10.7 


5.7 

keop-tv 
7:00pm 




6.5 

wttg-tv 
7:30pm 


10.8 

wmar-tv 
0:30pm 



15 



Films listed are syndicated. K hr.. % hr. and hr. length, telecast In four or more markets. The average rating is an unweighted average of individual market ratings listed 

space indicates film not broadcast in tills market 1-28 Hay. While network shows are fairly stable from one month to another in markets in wjidh they are shown, this is 
lesser extent with syndicated shows. This should be borne In mind when analyzing rating trends from one month to another in this chart. Classification as to number I 



I 

fILM SHOWS 





3STATI0N MARKETS 


2 STATION MARKETS 


| Col. Mil*. New Or. Phlla. 


Birm. Dayton Prov. 
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AVERY-KNODEL, INC. 

GEORGE ROSS, National Sales Mgr. 
Central Tower Bldg. 
San Francisco 
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OPIUM! 

At WVET Radio in Rochester, 
"Where Electronics and Chem- 
istry Work Hand-in-Hand to 
Produce Carpet Tacks" and 
where "Progress Is Our Most 
Important Step Ahead," we 
proudly announce that we re- 
fuse to carry advertising for 
opium or other poppy by-prod- 
ucts including poppy-seed rolls. 
We also note with pride WVET 
Radio's affiliation with the NBC 
Radio Network on August 1, 
1959. 

NAT'L REPS: The BOLLING CO. 
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With new season schedules firming up, SPONSOR ASKS: 



What's in store for fall 



Three station men answer SPON- 
SOR'S query, tell how new busi- 
ness is shaping up and why the 
upcoming season will be best yet 

Richard W. Davis, president & general 
manager, WELl, New Haven 

The prospects for fall radio are the 
brightest they've been in recent years, 
judging by the local and national 
business picture in New Haven. This 
spring and summer we have enjoyed 
a 45% increase in local business over 




last year and a highly creditable 12% 
increase in national spot. 

I feel that part of the reason New 
Haven is receiving more national at- 
tention today than in recent years is 
because of the $86,000,000 downtown 
redevelopment project which is now 
ill full swing. This project is having 
a dynamic effect on business which 
will continue to make New Haven an 
even more important market. 

Although I understand that local 
radio business is excellent all across 
the country, and national spot is on 
the upsurge, WELl is doing particu- 
larly well. 1 think that such results 
vindicate the programing philoso- 
phy so succinctlv epitomized by Mitch 
Miller at Kansas City, "Do Not Pro- 
gram With the Herd!" 

It was George Lasker, far-sighted 
father of the 920 Club in Boston back 
in the late 30's, who, as consultant to 
WELL convinced me that copycat 
programing was not the answer. 

The results of our change in music 
format, begun a year and a half ago, 
are now being felt. We began to play 
music for every taste. The results are 
a broader, healthier audience base 
and a guarantee to advertisers, who 

50 



are seeking a large, high-buying- 
powercd audience, that they will get 
a fair shake for their money. 

Our library of pleasant, tuneful mu- 
sic, ' The Sound of New Haven," is 
a music format of which we can be 
proud, and equally as important, it is 
a format which is making money for 
our stockholders. 

Cordon Davis, Westinghou.se Broadcast- 
ing Co., general manager, KYW ', Cleveland 

All signs point to a heavy fall for 
radio as a whole, and the heaviest in 
KYW's history. Two major problems 
face us in the fall — where to find the 
availabilities and how to keep com- 
petitive accounts separated. 

Saturday and Sunday business will 
zoom everywhere, we think, as a re- 
sult of new business and sold-out 
weekdays. Though traffic time is still 
requested, such requests are coming 
through in thinner, smaller voices be- 
cause buyers know how difficult it is 
to crowd into those times. As a re- 
sult, new interest has been aroused in 
weekend buying which, up to now, 
only the more astute buyers have been 
grabbing up. Such time periods are 
now being appraised and bought with 
new enthusiasm. 

The dissidents who, a while ago, 
were saying radio had bit a plateau 
from which it could not rise this 




year were never more wrong. What- 
ever plateau might have existed now 
registers "tilt" — and the tilt is up. 

Automotive accounts, in particular, 
will be scrapping as never before for 
availabilities, with Detroit buyers in 
competition, not only with each other, 
but often with their own local deal- 
ers and dealer groups as well. Bev- 



erages and cigarettes will also p resen 
scheduling problems, since there an 
more new advertisers and new proc 
ucts in addition to expanded schec 
ules from current sponsors. 

The outlook for KYW in both loci 
and national spot billings is excellen 
particularly in relation to new bus 
ness. This month, for example, in : 
typical increase we had 92 nationa 
spot accounts on the air as oppose 
to 80 exactly a year ago, a 15% risi 

Unbilled orders for the coming 1 
months are also considerably up ovt 
the July 1958 prospectus for the en 
suing year. We'd be happy even i 
we hadn't won all those AFTR/ 
awards, and we wish there were mor 
than 24 hours of programing in th 
day. The sunny fall picture will, w 
believe, be reflected in many quarter 
as we approach radio's biggest Se] 
tember. 

James R. Agostino, v.p. & gen. rngi 
KXLY, KXLY-TV, Spokane, Wash. 

Radio is continuing to set the pac 
again this year. More and more sta 
tions are saturating the air wave 
Sharper, cleaner, more rmaginatb 
merchandising techniques make radi 
a stronger factor in daily living. 

The housewife is finding that radi 
fills her every need for news, mus 
and participating promotions ... an 
with up-to-the-minute happening 
both local and national. 

Another factor is the "gimmick 
promotion which keeps mother an 
the kids tied to radio to learn th 
latest key phrase, or get the late 
clue in the biggest give-away seaso 
yet. More trips to Hawaii. Europt 
cars, appliances, swimming pools, th 
work, are being given away on radi 
These dynamic tie-ins with advertise 
quietly force the homemaker and th 
kids to stay tuned, building up th 
average-hours-daily factor. 

Even nighttime radio is gettin 
stronger promotion and more attei 
tion than ever before. The dis 
jockey has every opportunity to e 
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oit bis talents and win regular and 
creasingly larger audiences. This 
substantiated by the tremendous 
crease in sales of small bedside ra- 



Prograrning 
slanted more 
to houseivife 



Cos and the transistor sets every - 
[here. KXLY, in Spokane, has set out 
1 revamp its presentation with a new 
|n-fni setup, using the big band 
lenie with top d.j.'s and a smart, 
list pace. This, combined with flash 
:ws and the hourly CRS news re- 
>rts. will mean a big boost in fall 
des. An outstanding special fea- 
ire, is a Cartoon Bus, completely 
Kilted for Radio 92 (KXLY) and 
Led as a merchandising tool with lo- 
ll merchants. For example, the bus 
parked at the store location: free 
tictures are taken of the customers 
lulled in with weekend remote broad- 
lists on location. 

1 As for spot sales, they're on the up- 
Ling in Spokane, as they are every- 
I here. Local merchants find that the 
,|?avy saturation on one or, in some 
lses, several stations for sho^ bursts 
eates enormous traffic and sales, 
ist a few years ago, six or seven 
iiots strategically placed were con- 
dered adequate. Today, 25 or 30 
)ot« a day are not unusual, and 
line advertisers have taken all avail- 
de time to get complete saturation, 
his has come to be the best sales 
ory for spot radio and we feel it 
ill he the best year radio has had. 
Another hot sales item is the flash 
cal news spot. Running as many as 
5 per clay, the advertisers get the 
"equency and the homemaker gets 
ie latest news when it happens. The 
ation. of course, turns a service to 
ie community into a paying feati""~ 
very one benefits. ^ 
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"BLUE BOX" 
ELECTRONIC 
REPRODUCTION 





HOUSTON 
AUDIENCE 
RATINGS 




1 LEADERSHIP 

NEWS 



• • • U.P.I. AWARD 



for BEST NEWS STORY 
Contributed 1958-59! 



-»» »»»» >? 



Advanced Engineering 

Now . . . ET commercials reproduced on sealed 
tape — never touched by human hands ... for 
the finest Hi-Fi quality . . . automatic cueing 
. . . and full, rich reproduction! 



HOOPER 

MAY-JUNE, 1959 

NIELSEN 

JAN.-FEB., 1959 

PULSE 



JAN.-FEB., 1959 





K-NUZ is No .1 

IN TOTAL RATED TIME PERIODS 
Still the LOWEST COST per Thousand 
Listeners in the Houston Market! 

National Reps.: 

THE RATZ AGENCY, Inc, 

• New York • St. Louis 

• Chicago • San Francisco 

• Detroit • Los Angeles 

• Atlanta • Dallas 

IN HOUSTON, 
CALL DAVE MORRIS 
JAckson 3-2581 




Nearly ]/^ of Oregon's 
buying families watch 



KVAL-TV 

KPIC-TV 



The only clear-picture in the 
Eugene - Springfield - Roseburg 
market is on KVAL-KPIC. One 
order to your Hollingbery man 
or Art Moore and Associates 
( Portland-Sea Itle) covers both 
stations. 



KVAL-TV fugene 
NBC Affiliate Channel 




KPIC 



•TV Roseburg 

Sat.llit. 



Channel 4 



SIZZLE 

THE 

SELL! 



In a dramatic announcement, 
WVET Radio in Rochester, re- 
vealed it is now able to trans- 
mit the aroma of charcoal- 
broiled steak via its 5000 watts. 
This astounding development 
was made possible by WVET's 
unending search for "Better 
Stuff for Better People Through 
Chemicals." We proudly also 
note with pride WVET Radio's 
affiliation with the NBC Radio 
Network on August 1, 1959. 

NAT'L REPS: The BOLLING CO. 




National and regional buys 
in work now or recently completed 



SPOT BUYS 



TV BUYS 

Peter Paul Mounds, Inc., Naugatuck, Conn.: Planning a campaign 
in about 110 markets for Mounds and Almond Joys. Schedules of 
minutes and 20's start early September, frequencies varying. Buyer: 
Herb Werman. Agency: Dancer-Fitzgerald-Sample, New York. 

Scripto, Inc., Atlanta: Back-to-school campaign in some 100 mar- 
kets is being readied for its pens and pencils. Three-week schedules, 
daytime minutes and prime time chains, start 24 August. Buyer: 
Len Tronick. Agency: Donahue & Coe, New York. 

Ceneral Toy Co., New York: Pre-Christmas schedules are being 
purchased in 50 markets for its toy lines. Bulk of campaign starts 
14 September for 13 weeks, mostly participations in late afternoon 
kid shows. Buyer: Elaine Hudson. Agency: Webb Associates. N. Y.I 

Maltex Co., Hartford: Fall schedules for Maypo and Maltex cereals 
in 70 markets starting 21 September for 26 weeks. Schedules are] 
being placed in day and early evening children's shows. Buyer: 
Elizabeth Griffith. Agency: Fletcher Richards, Calkins & Holden, 
New York. 

Revere Camera Co., Chicago: Another saturation, high-budget 
campaign is being lined up in top markets to promote various camera 
lines and a new tape recorder. Placement of prime nighttime min- 
utes starts 28 September, runs through 13 December. Buyer: Vir- 
ginia Russett. Agency: Keyes, Madden & Jones, Chicago. 

International Latex Corp., New York: Initiating schedules in 140 
markets for its Isodine antiseptics 15 September for 26 weeks. Prime 
minutes are being purchased, about 20 per week in each market. 
Buyer: Tim O'Leary. Agency: Reach-McClinton & Co., New York. 



RADIO BUYS 

Pharmaco, Inc., Kenilworth, N. J.: Schedules are being set up in 
top markets for Chooz antacid gum; 26-week campaign using day- 
time minutes starts 21 September. Buyer: Jeff Fine. Agency: 
DCS&S, New York. 

Colden Press, Inc., New York: Placing schedules in about 30 top 
markets to promote its Little Golden Books' Children's Encyclopedia. 
Schedules are for daytime minutes, start 7 September for three 
weeks; frequency ranges from 20 to 90 per week, depending on 
market. Buyer: John Eckstein. Agency: Wexton Co., New York. 

Ray-O-Vac Co., Madison, Wis.: New campaign for its flashlight and 
battery products in about 110 markets, with a possible 30-market 
addition. Starting dates are staggered between early August and 
September, with live announcements in personality d.j. shows. 
Buyer: Norma Wrenn. Agency: Howard H. Monk, Rockford, 111. 
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What's happening in U. S. Government 
that afjects sponsors, agencies, stations 



WASHINGTON WEEK 



I AUGUST 1959 
Copyright 1959 
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The summer haze continues to hang thickly over broadcasting matters in the 
Capital. 

For instance, the Senate and House Commerce Committees can't, it seems, come to a 
decisive meeting of the minds on measures to overturn the FCC's Lars Daly decision and to 
leave the equal time provisions of the communications act to the tender judgments of radio 
and tv stations and networks. 

As it looks now, the Senate committee will report out and the Senate will pass some sort 
of minimizing bill, while the House committee remains hogged down in arguments 
over what should go into its hill. 

In any event, don't be surprised if the House conferees eventually reject the Senate's 
more liberal version and insist that it he the limited House hill or nothing. 



Firestone ad manager Charles B. Ryan in relating the trials and tribulations 
of a cultural program made it abundantly clear to the FCC that he wasn't mad at 
anybody. 

Among his recollections were these: 

• When NBC TV bumped the Voice of Firestone because of the clobbering it was getting 
from Arthur Godfrey the network offered him 13 Sunday afternoon half-hours free just to 
prove the program would get a large audience, but his company tabooed the idea. 

• When ABC TV found the Voice smothered by competition it offered the then new Dis- 
neyland to Firestone. Ryan urged his bosses to accept and again was turned down, lie said 
that as an adman he was intrigued with the idea of having Dine) Crockett records and hats 
in Firestone outlets. 

Small market tv stations have apparently lost their battle against community 
antenna tv systems. 

Earlier, the Senate Commerce communications subcommittee was unimpressed by their 
arguments for requiring the systems to gain permission from originating stations and much 
opposed to their bid for banning the systems if there would be harm to local stations. 

Now the FCC lias held bearings on whether CATV's should be permitted lo have their 
own microwave systems, and questioning by commissioners indicates that the Commission 
will not change that situation. 

The FCC has moved to limit the number of proceedings in which it will be possible to 
speak off the record to commissioners. 

FCC now concludes that some rulemaking proceedings do carrj the prospect of gain or 
loss for individuals in competition with other individuals, and is proposing to bar oft'-the- 
record talks, hut only after the rulemaking has been proposed. 



Rulemaking to put additional stations on 12 of the 21 radio clear channels 
now occupied by a single station has been extended. 

The FCC now proposes to put additional stations on all clear channels. An '"out" wa- 
left, however, since the proposal was in a tentative form still subject to a final vote. 

Powers of 500 kw or 750 kw, now asked In some clear channel radio stations for the 
serving of "white" areas, would be out of the window under this proposal. 
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Marketing tools, trends, news, 
in syndication and commercials 



FILM-SCOPE 



AUGUST 1959 Syndication got a big boost last week with the return of Jax Beer after a five- 

Copyright 1959 season absence from the film medium. 

sponsor Jax will use a two-show campaign in its 20 Southern markets. The programs are Screen 

blications in& Cems' Manhunt and MCA's Shotgun Slade; agency is Fitzgerald Advertising. 

The two-show strategy lias become increasingly prevalent this season: Note these 
other two-show regional users: 

• Lucky Strike has Lock-Up and This Man Dawson, both Ziv shows. 

• Alka-Seltzer signed for Manhunt and Rescue 8 again, both Screen Gems series. 

• Ballantine Beer will be in Ziv's Bold Venture and MCA's Shotgun Slade. 

• Drewrys Beer put its money in ITC's Four Just Men and Screen Gems' Manhunt. 

With as many as six new menthol cigarette brands due to debut this season, the 
likely result will be a bonanza for syndication in big cities. 

Menthol brands are expected to follow the sales pattern of niters: quick acceptance in 
metropolitan areas, but slow sales in rural districts. 

Many of the new mentholated brands are expected to concentrate on big cities in which 
filter brands are already steady syndication users. 

Reports are that the six new menthol brands will be: Philip Morris' Alpine and May- 
field, Brown and Williamson's Life and Belair, Lorillard's Spring and American Tobacco's 
Richmond. There are four other menthols already on the market. 

A Westiiighonse station has come up with a new use for video-tape equipment: 
locally produced public service announcements. 

KYW-TV, Cleveland, produced a series of spots that were subsequently picked up by the 
National Safet) Council for national distribution. 

A successful syndicated show appears to be able to earn substantial ratings im 
provemeiits in its second year ratings compared to its premiere ARB scores. 

A comparison of earliest ARB ratings of Ziv's Sea Hunt with most recent ratings shows 
an average increase of six points in 10 cities. 

Shows that were able to make a selective time period change did even better, with 
a 7.9 point average increase compared to only a 2.1 point average increase for shows that 
stayed on in the same time period. 

Here are seven markets where Sea Hunt chose a new time period : 



CITY 


FIRST ARB RATING 


LATEST ARB RATING 


POINT-INCREASE 


Chicago 


17.2 


18.6 


1.4 


Detroit 


14.6 


21.6 


7.0 


Grand Rapids 


15.4 


34.2 


18.8 


Dallas 


12.6 


13.4 


.8 


Atlanta 


9.4 


13.3 


3.9 


Milwaukee 


7.9 


23.0 


15.1 


Kansas City 


13.4 


21.6 


8.2 


Now see the smaller increases where the show remained in the same 


time period: 


Boston 


10.3 


12.4 


2.1 


Cincinnati 


9.5 


11.6 


2.1 


Louisville 


34.8 


36.9 


2.1 


Note: first ratings 


are between February-June. 


1958, and latest are 


April-June, 1959. 
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FILM-SCOPE continued 



Ampex won out over RCA in getting the biggest plum awarded a video-tape 
equipment manufacturer to date: NETRC's §2.5 million order. 

A six-man committee of technical experts was especially appointed to make a decision on 
which of the brands of equipment to buy with the funds from a Ford Foundation grant. 

The first tape network in the U. S. is created as a result of the investment, linking 
•13 stations affiliated with the National Educational Television and Radio Center and its pro- 
duction facilities at Ann Arbor. 

Major regional renewals are still a syndicated show's best insurance for lon- 
gevity beyond the critical two-year mark in production. 

Two shows that will cease production after several years are Highway Patrol and State 
Trooper. Ballantine switched its money from Highway Patrol into Ziv's Bold Venture and 
MCA's Shotgun Slade, and Falstaff is converting State Trooper into Coronado 9. 

Two other shows that ended production this past season after two years of filming were 
Silent Service and 26 Men; neither had major regionals. 

But it still is possible for a syndicated show to reach the two-year production 
mark without a major regional backer: MCA's Mike Hammer and Screen Gems' Rescue 
8 are two examples. 

Steps toward tv production automation and international unification of video- 
tape were taken by Ampex's distribution link with Marconi of England. 

The Marconi camera is especially well suited for tape with its ability to switch between 
the various lines-per-screen systems used in different countries, and its remote control features. 



COMMERCIALS 

Commercials producers are looking for a rash of early orders this year as a 
result of the early season in network and spot buying. 

One producer was optimistic on the results of early commercials ordering, since a spread 
on production activity for fall commercials would ease some production headaches as well 
as relieving elicnts of added costs for overtime work. 

The price picture on film commercials won t change appreciably over last year. There'll 
probably be a continuation of slight annual cost increments. 

The use of video-tape won't make too much difference in film commercials juicing: It's 
now clear that earlier rumors of a collapse in filming business as a result of tape are 
completely unfounded. 

Production values in commercials are coining in for an increasing share of the 
spotlight with tv consumer magazines. 

Tv Guide, for example, devoted a spread last week to visual-squeeze commercials made 
for Aero-Shave by Transfilm. 

Film commercials producers will be making a major effort to snare certain 
kinds of business away from the video-tape producers. 

Simple stand-up commercials can be produced as inexpensively and as quickly on film 
as on tape, according to one estimate. 

The advantage in the film proposal is these commercials could be ordered for network 
use and immediately used on station spot schedules, avoiding obstacles still facing the tape 
commercial in spot scheduling. 
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A round-up of trade talk, 
trends and tips for admen 



I AUGUST 1959 
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SPONSOR HEARS 



MGM's next acquisition move is expected to be Four Star Productions. 
Four Star has no distribution setup. So the buy, as experts in the syndication field see 
it, would give MCM a quick return of several million dollars. 



Don't be surprised if AB-PT dissolves its partnersbip interests with Disney and 
other investments and subsequently: 

(1) Repays a substantial part of its $60-niillion loan from Prudential, and (2) 
refinances its operation. 

A top-management philosopher, reflecting on the tough manpower changeover 
problems besetting some organizations in tv. muses Stengel-like: 

"Nothing is so dispiriting as the sudden discovery that your bench doesn't meas- 
ure up to the demands of the moment." 

LaRoche proposed to a client last week that it be permitted to place with tv 
stations in the top 25 markets a standing order for all available station breaks in enter- 
tainment specials during the eoming season. 

The elient passed up the idea, explaining that his budget wasn't flexible enough to take 
eare of it. Nevertheless the notion has caused a stir. 



A Midwest tv station flew its top daytime woman personality to a candy client 
in the East to explain why she had insisted on acceptance of another candy spot 
schedule over his. 

The ageney for the aggrieved elient had charged that it had placed — and had orally 
approved — an order for the fall before the other candy company got into the act. 

Stationmen find that the most sympathetic sponsor ears for their plaints are at 
P&G in Cincinnati. 

P&G consistently makes its agencies aware of this; The eoinpany is very sensitive about 
any allegations of unfairness and will go out of its way to maintain a high degree of 
goodwill among the media it does business with. 



Gossip along Madison Avenue is growing more fluent about what accounts are bend- 
ing an ear elsewhere or where a divorced piece of business is going. The talk includes 
these items: 

• Lipton's Sl-million aeeount (whilom Y&R's) will land at SSCB. 

• Lorillard is on the verge of moving a big ehunk of its advertising baek to JWT. 

• Goodrich at BBDO has beeome the intensive target of more than one ageney. 

• One of the giant durable accounts is showing signs of unhappiness beeause it feels 
it hasn't been getting top-eehelon treatment from its present ageney. 

• The 1847 Rogers Bros, segment of the International Silver aeeount may be spun 
awav from Y&R. 
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How to keep your head 

when all about you . . . 



As recently as 1927, drivers 
J ho exceeded the speed limit 
|i Peiping, China, were exe- 
cuted and their heads exhibited 

s a warning to others. " 

l'his fact was reported in Borg- 
IVarner's well known advertis- 
lig series — to ask Americans, 
l/ho knew less stringent laws, 
I o keep their heads — and drive 
k arefully. 

It is one of hundreds of facts 
I.Jorg- Warner has run in support 
I f Advertising Council cam- 
• iaigns in the public interest. 

Plot confused by facts. 

m. recent independent depth 
lurvey, conducted to determine 
what "meaningful thoughts" 
leaders derived from these 
I preads, showed 86% of all per- 
sons interviewed considered 
1 3org -Warner "sincerely con- 
[ :erned with the public welfare." 

The climate's good. 

I The survey elicited many vol- 
i intary comments to confirm 
Lhe belief that public-service 
advertising helps maintain a 
[■favorable climate for business. 
(Some of the comments were: 
I 'Borg- Warner has done a lot 
for our country"; "they are 
serving mankind"; and, "Borg- 
Warner is tied in with the fam- 
ily and the community." 

A billion readers. 

Each advertisement since 1952 
has carried an Advertising 
Council message. This is the 

•longest, continuous magazine 
support given Council projects 

•by any national advertiser. 

[Totals: 216 messages and an 

i estimated billion and a quarter 

.readers. 




SPEED LIMIT iSMPH 




You, too, can benefit. 

You can better your business 
climate as Borg- Warner has. Use 
Ad Council campaign slogans 
on your point-of-sale materials, 
on your direct mail or business 
letters, in house magazines or 
annual reports . . . and in radio, 
television and print advertising. 

Here are current campaigns: 

Aid to Higher Education 
Better Mental Health 
Better Schools 
Crusade for Freedom* 
Forest Fire Prevention 
Red Cross* 

Register, Contribute, Vote* 
Religion in American Life 
Religious Overseas Aid 
Stop Accidents 
United Nations* 
United Fund Campaigns* 
U. S. Savings Bonds 

*No< yeor-roufid ca/rpoigns 

Free information, posters, repro- 
duction proofs, electros for 
magazines and other advertis- 
ing materials — yours for the 
asking. Send the coupon today, 
or call the Advertising Council 
branch office nearest you. 
Branches in Chicago, Los An- 
geles, and Washington, D. C. 



THE ADVERTISING COUNCIL, INC. 



25 West 45th Street 
New York 36, New York 



^ - 

Please tell me haw I can < j 
tie in with the Council . . . ^ 
and "keep ahead". <* st* 



COMPANY 
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ADVERTISERS 




NEWS & IDEA 

WRAP-UP 



Kellogg, out of Leo Burnett, is ] 
introducing another new product 
via spot tv beginning m id- August, I 
in practically all markets East of 
tbe Mississippi. 

It's OK, a new cereal for children 
and adults. Minutes and 20's will be 
used to reach both the youngsters and ' 
adult audience. 



A WHALE OF A BOAT is this prize-winning entry by WCIA, Champaign-Urbana, in the city's 
Freedom Celebration parade. The whale, praising tv, was drawn by Eskimo seated in the kayak 




SQUEEZE FOR EVERY SCHEDULE PLACED was what KOB-AM-TV, (Albuquerque) salesmen 
offered when introducing Dallas agencies to pretty "squaw." Present for "payoff" (I to r): Bob 
Pettingell, KOB sales manager; Dave Milam, Petry sales manager; Paul Girard, Tracy-Locke 
media supervisor; Hugh Kerwin, Petry sales; Jo Ann Leach and Bob Williams, KOB-TV 




General Foods president, Charles 
Mortimer before a stockholders meet- 
ing, ballybooed advertising as 
playing a major role in the com- I 
pany's success for the year. 

Mortimer examined the "reasons 
for and the results of" the $96 mil- 
lion GF spent on advertising and 
promotion during the fiscal year 
ending 31 March. 

His explanation for a 10% rise in 
ad dollars during the past year: 

"The surest way to overspend on I 
advertising is not to spend enough to 
do a job properly. It's like buying i 




"QUALITY TOUCH" trade ads used h4 
WFAA, Dallas, were named tops by Texa< 
photographers. Shown here (I to r) John Mes 
sina, photog.; Casey Cohlmia, WFAA prom 
mgr.; Paul Miller, Susong Adv., creaieJ ao 




RINGMASTER, Ed Boghosian (also sale' 
mgr. for WJAR-TV, Providence), checks show' 
plans with fellow performer for nine fret" 
circus shows. Station was celebrating 1 0th yeai 
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ticket three-quaitcis of the way to 
urope: you have spent some money 
ut you do not arrive." 
Incidentally, while advertising ex- 
>eiise rose 10'v during the fiscal year, 
et income inci eased I 1.9%— -making 
the best year we ever had." 

ampaigns : 

• Nutrena Dog Food is going in- 
selcetcd midwest and southern 

larkets for 13 weeks. Omaha was 
e on!) market where they could get 
alf-hour program clearance, so 
hey're using minutes, 20's and 10's 
Isewhcre. The Omaha show will 
probably be U. S. Marshal. Agency: 
Bruce Brewer, Minneapolis. 
I • Pillsbury has set two new po- 
tt to products for national distrihu- 
ion — Instant Mashed Potatoes and 
^uick Hash Brown Potatoes. The 
products were, since last February, in 
hree test markets: Syracuse, Sacra- 
mento and Wichita. 

• Another test product set to go 
lational: the Murine Co.'s new plas- 
i ic squeeze bottle, to be introduced 



with stepped-up promotions via spot 
radio. The product has been in sev- 
eral test cities and throughout Flor- 
ida. Agency : JWT. 

• Hu in in "s Beer I Cainpbell-Mith. 
mi. Minneapolis) is starting a spot tv 
campaign in .Fresno for four weeks 
beginning 9 August. Minutes. 20's 
and I.D.'s will be used in this West 
Coast introduction. 

• Gobi Seal Co., also out of 
Camphell-Mitlmn, for its Class Wax. 
Snowy Bleach, etc., has bought 10 
top markets for da\ and night min- 
utes for a 15 September start. The 
campaign is for 26 weeks, in flights 
of 13. 

• Paper-Mate is coming in on a 
short schedule with a back-to-school 
theme, in 25 spot tv markets using 
minutes only ill fringe time. Cam- 
paign is scheduled for an early Sep- 
tember start. Agency: FC&B, Chi- 
cago. 

• S. C. Johnson, again out of 
FC&B. for its Klear. has bought a 
supplementary network schedule in 
about 25 spot tv markets, using min- 



utes and 20V The campaign is due 
to start in mid-August, with staggered 
schedules in vaiious markets. 

• Dial Finance Co., Des Moines, 
kicked off a new ladio campaign la>t 
week, to run in 15 cities. The spots 
range from 10"s to minutes in these 
eitie>: Denver. Des Moines. Kansa.'- 
Cit\. Springfield. St. Joseph. Evans- 
ville, Indianapolis. Salt Lake City. 
Ogden. Louisville. Oklahoma City. 
Tulsa and New Orleans. Agency: W. 
B. Doner. Chicago. 

• Chung; King, BBDO. Minne- 
apolis, is starting a four-week sched- 
ule in daytime and fringe nighttime 
on 14 September, in a selected list of 
major markets. 

• Feiin Brothers, makers of But- 
ter Biickle. a quality high-priced can- 
dy bar. has placed a campaign to 
begin around 1 September for 10 
weeks in Los Angeles, Cleveland and 
Boston. Agenc\ : Campbell-Mitliun. 
Chicago. 

• The Sidney A. Tarrson Co., 
for its Tarco Hoopsie Doll has ex- 
panded its multiple spot program via 



WELCOMING RUSSIAN HURDLE STAR 

Galina Grenvald, Is Jack O'Reilly, of WPEN, 
Philadelphia who pitched in as host-m.c. at 
U.S.-US.S.R. Track Meet held there last week 




CCCP 




YEAR-LONG CAMPAIGN for Patterson 
Fletcher specialty store in Ft. Wayne gets 
underway. Shown (I to r): Reid Chapman, 
v.p.-gen. mgr., WANE-TV, Ft. Wayne; Dwight 
Shirey, pres., P.F., Louis Sirota, TvB Retail 




A CHEER FOR THE RECEPTIONIST! Elizabeth Martin, top runner-up in Miss Universe con- 
test for Okla. is congratulated on return from contest by co-staffers at KOCO-TV, Okla. City 
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a campaign to run now through Sep- 
tember. They will concentrate in Chi- 
cago on children's tv shows, includ- 
ing Garfield Goose, Lunchtime Little 
Theater and Romper Room. 

• Another toy manufacturer in tv: 
Strcicto Manufacturing Co., via 
its buy of two network shows — Cap- 
tain Kangaroo and Ding Dong School, 
to start 14 September and run for 13 
weeks. The campaign is to promote 
the new Little Miss Structo kitchen- 
laundry, making its debut in the toy 
field this season, and will also fea- 
ture seven live-action toys for boys. 
Agency: EWR&R, Chicago. 

Ideas and promotions at work: 

• The B. Manischewitz Co. dis- 
tributed to the trade press, via Al 
Paul Lefton, decanters of Manische- 
witz Borscht, now in midst of selling 
over the air as a summer drink. 

• Broadcast Corned Beef Hash 
is featuring lifelike display pieces of 
"Effie," the girl in their radio com- 
mercials, as point-of-sales promotion. 

Kudo: Texize Chemicals, Inc., 

Greenville, S. C, awarded highest 
honors for its spot tv films in the an- 



nual competition conducted by the 
National Advertising Agency Net- 
work. The awards were for the house- 
hold cleaning products field. 

Strictly personnel: Charles Pal- 
mer, to merchandising manager for 
the Pepsodent division pf Lever Bros. 
. . . Don Douglas, to general sales 
manager, reflective products division, 
Minnesota Mining & Manufacturing 



Co. 



Walter Kuenstler, to direc. 



quaint agencies, stations and ad- 
vertisers with the scope of its na- 
tionwide concept of local tv audi- 
ence measurement which will be 
put into effect for the fall. 

The ARB nationwide program has 
three major features: 

(1) Every tv station in the nation 
will be measured from two to 12 
times a year, with a one-volume 
master report coming out semi-an- 
nually, giving rating information for 
the more than 500 U.S. tv stations. 

(2) An annual coverage study $ 
the entire U.S. is its second feature 
with every one of the 3,072 counti 
in the nation to be sampled. 

(3) A changed format and addi« 
tional services will be included in th 
regular monthly 'pocket-piece' re 
ports. These total area reports wil 
give one-week/four-week metro rat- 
ings plus total tv homes reached b 
quarter-hour segments. 

Agency appointments: P&G's Fluf 
fo shortening, from Tatham-Laird to 
B&B . . . National Van Lines, billin° 
about $300,000, from Wade Adver 
tising to Maxon, Chicago . . . E. C. 
ARB has issued a brochure to ac- Dewitt proprietary drug firm, tc 



tor of marketing research for the con- 
sumer products division of Warner- 
Lambert. 



AGENCIES 



Wesley Associates is vying for the 
teen-age audience via a campaign 
it's launching for Shulton's new 
Ice-O-Denn. 

Promotion for this antiseptic as- 
tringent formulated for treatment of 
acne, etc., begins 1 September, via 
spot radio in 45 major markets. It 
will be directed at the rock 'n roll set 
through d.j.'s. 



HITCH 
YOUR SELLING TO 

AIR MEDIA BASICS 

AND WATCH YOUR SPOT ZOOM 



order reprints of 

TIMEBUYING BASICS 
TV & FILM BASICS 
RADIO BASICS 
MARKETING BASICS 



AIR MEDIA BASICS $2 each 
1 to 10 40 cents each 



10 to 50 

50 to 100 

100 to 500 

_500 or more 

To Readers' Service, SPONSOR, 40 E. 49th St. N. Y. 17 

Please send me the following: 



30 cents each 

25 cents each 

20 cents each 

15 cents each 



AIR MEDIA BASICS 
TIMEBUYING BASICS 
TV & FILM BASICS 
RADIO BASICS 
MARKETING BASICS 



Name 

Firm 

Address 
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l atham-l .ami's New York office 
m . . Reese Finer Foods, Sue Ann Food 

■ Products and Lora Dog Care Prod- 
Iticts, all Chicago, to Gordon Best, 
i Chicago . . . Terry Candy Co.. Eliza- 
beth, N. J., to Weiss & Geller, New 
IVork . . . Coats & Clark, maker of 

■ hreads, zippers, needle work and 
| -ewing accessories, to Fuller & 
Hmitli & Ross . . . Pilot Radio Corp., 
iLong Island City, to Smitli/Greeii- 

laiul Co., New York. 



Sew office: Knox Reeves, Minne- 
apolis, opens a Chicago office this 
[week, at 333 North Michigan Avenue. 

I They were elected officers of the 
j Broadcast Advertising Clul) of 

lent, Thomas Wright Jr., 
p. d manager of the media de- 
partment at Leo Burnett; executive 
v.p., Arthur Bagge, PGW; secre- 
tary, Holly Shively, EWR&R and 
treasurer, E. Jouuy Graff, NTA. 



■On the personnel front: William 

Watson, to executive v.p., EWR&R, 
[Chicago . . . Paul Hogue, from Mc- 
ICann-Erickson to Foote, Cone & 
Beldi ng as account supervisor . . . 
[John Roche, to v.p. and creative 
Ldirector, Gardner Advertising, New 
York . . . Robert Taylor, v.p. and 
director of marketing of the profes- 
sional division of DCS&S . . . T. A. 
[Casey, to v.p. -marketing services, 
Lilienfeld & Co., Chicago . . . James 
[Laverty, senior copywriter, D-F-S 
I . . Virginia Regiua, assistant media 
Ibuyer, Smith/Greenland Co. . . . Jay 
Cheek, to the creative staff of Hen- 
Iderson Advertising, Greenville, S. C. 



FILM 



In the perpetual hattle that rages 
hetween New York and Holly- 
wood as production centers for 
tv, New York received the official 
encouragement of Mayor Wag- 
ner last week. 

With New York anxious to chal- 
enge Hollywood domination of film 
irogram production, Mayor Wagner 
approved the construction of Film- 
ways' new film-plus-tape studios in 
[Manhattan. 

The new facilities are designed to 



attract added programing business to 
the East Coast. 

The Kilmways facilities in New 
York will be open to Warner Hro- 
tliers on a mutual arrangement also 
allowing the Eastern company to use 
Warner's West Coast facilities. 



Sales: Screen Gems' Manhunt to 
J ax Beer in 20 Southern markets 
through Fitzgerald Advertising; to 
Drewrys Beer in Chicago, Detroit, 
Indianapolis and Toledo through 
MacFarland, Aveyard; to Kroger 
Stores in Atlanta, Birmingham and 
Chattanooga; and to Miles of Cali- 
fornia in nine additional West Coast 
markets . . . Ziv's This Man Dawson 
to Lucky Strike as alternate week ad- 
vertiser in Buffalo, Roanoke, Grand 
Rapids, Indianapolis, Louisville, Pe- 
oria. St. Louis, Beaumont, Dallas, 
Houston and Memphis through 
BBDO; to Hood Dairies in Boston, 
Portland, Providence. Hartford-New 
Haven, Springfield, Holyoke, Bangor 
and Presque Isle through Kenyon & 
Eckhardt on a 52-week basis; to 
Weidemann Brewing Co. in Cincin- 
nati, Dayton, Columbus and Indian- 
apolis through Tatham-Laird; to 
Dow Brewing Co. in Buffalo and Wa- 
tertown through Vickers and Benson, 
Ltd.; to Standard Oil Co. of Indiana 
in Detroit on WWJ-TV through 
D'Arcy Agency, alternating with R. 
G. Dunn Cigar Co.; station sales were 
to KSTP-TV, Minneapolis-St. Paul; 
KOB-TV, Albuquerque; WTVP, De- 
catur; KGNC-TV, Amarillo; KSYD- 
TV, Wichita Falls, and WDSU-TV, 
New Orleans. 



More sales: Ziv's Economee re-run 
division reports a six-month sales vol- 
ume increase of 62% over last year 
. . . ABC Films' Adventures of Jim 
Bowie sold to KBAK-TV, Bakersfield; 
CBLT, Toronto; WDMJ-TV. Mar- 
quelle; WALA-TV. Mobile: WBTW. 
Florence: WXIX-TV. Milwaukee: 
WFAA-TV. Dallas: KGGM-TV. Al- 
buquerque; WSB-TV. Atlanta: 
WRVA-TV. Richmond; WJTV, Jack- 
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WNJR 

negro radio for 
metro new york 




is BIG BUSINESS!. ..with daily 
retail sales topping $1,000,000. 
Wichita with its diversified 
economy — oil, cattle, agricul- 
ture, aircraft — is the bustling 
hub of the rich Central Kansas 
area, dominated by KTVII. 



To sell this rich Kansas market, 
buy KTVH with its unduplf- 
cated CBS-TV coverage. 




HOW TO 
BEAT 

YOUR WIFE 

At WVET Radio in Rochester, 
"Where Human Engineering and 
Inhuman Engineering Combine 
to Insure Better Chemicals for 
Better Pizza Through Brother- 
hood," a sound solution to "How 
to Beat Your Wife?" has been 
achieved. Beat her to the radio 
by wearing track shoes, running 
softly and carrying a Louisville 
slugger. We also announce affili- 
ation with the NBC Radio Net- 
work on August 1, 1959. 

NAT'L REPS: The BOLLING CO. 




. . . have never failed 
in building sales for 
all kinds of products 
\rom A to Z . . . 



V tlantic Gas 

19 enef icial Finance 

C arling Black Label Beer 

1 adge Trucks 

E lectricity — Calumbus & Sa. 

I alstaff Beer 

C illette Razors 

I ills Brothers Coffee 

I pana Toothpaste 

J ohnson's Wax 

I ellagg's Sugar Frosted Flakes 

I. ucky Lager Beer 

%4 aola Dairy Products 

N ationwide Auto Insurance 

0 hio Bell Telephone 

1 ast Grape-Nut Flakes 
© uaker Company 

12 adia Corporation af America 
S chiitz 
X exaco 

U nited Red Feather 
V-8 Vegetable Juice 
W ilson's Hams 
X -tane 

Y ellow Pages 
Z est 



The same creative thinking 
and production know-how is 
ready to go to work for you. 



Hill DAVI/ 

MUSICAL ENTERPRISES 

In*;. 

MUrray Hill 8-3950 
59 East 54 Street Neiv York 22 



son; KALB-TV, Alexandria; KPLC 
TV, Lake Charles; WJXT, Jackson- 
ville; WFMY-TV, Greensboro; 
WITN-TV, Washington, N. C; and 
WAFG-TV, Huntsville . . . Victory 
Program Sales' Frontier to KDAL- 
TV. Duluth; KOCO-TV, Oklahoma 
City; WWJ-TV, Detroit; KCCC-TV, 
Sacramento; KING-TV, Seattle; 
WNBQ-TV. Chicago; WISH-TV, In- 
dianapolis; KNOX-TV, Grand Forks; 
KMSP-TV, Minneapolis; and KTRK- 
TV, Houston . . . ABC Films' The 
Peoples Choice to WALA-TV, Mo- 
bile; WKBW-TV, Buffalo; KETY- 
TV, Santa Barbara; WDAM-TV, 
Hattiesburg; WBTW, Florence; 
WTVJ. Jackson; KALB-TV, Alexan- 
dria; KPLC-TV, Lake Charles; 
WFMY-TV, Greensboro; WAFG-TV, 
Huntsville; WCHS-TV, Charleston; 
WBRZ-TV, Baton Rouge ... In ad- 
dition to sponsor sales, ITC reports 
station buys of Four Just Men in De- 
troit, Chicago, Philadelphia, Syra- 
cuse, Hartford-New Haven. Toledo 
and Schenectady markets. 



Feature film packages: Jayark 
Films reports availability of a pack- 
age of 40 features, mostly produced 
since 1952 . . . Bernard L. Schubert 
has a Park Avenue Package of 52 
feature films, including several ac- 
quired from Quality Films, Inc. 

Promotion: Screen Gems' Huckle- 
berry Hound character has been 
adopted by the Ohio State Buckeyes 
in a grid match for October against 
Purdue. 

Commercials: Jack Marshall and 
Pat McDermott have' formed a com- 
mercials production company called 
"Happy Talk," to open this week 
at 550 Fifth Avenue in New York 
A Standard Oil Film on energy made 
by Transfilm is currently being 
shown via closed circuit color tv at 
the Moscow exhibit; Russian is the 
tenth language into which the film has 
been clubbed. 



Strictly personnel: Ziv has pro- 
moted John Davidson to southeast- 
ern sales manager, Jerry Kirby to 
northeastern manager, Stuart Halli- 
day to Chicago manager. Allen Mar- 
tini to western division manager. 
John Louis to northcentral spot 
sales manager. Harry Littler to 



southeastern spot sales manager . . . 
Leo Brody appointed eastern divi- 
sion sales manager of Trans-Lux TV. 



NETWORKS 



Nahisco (McCaiin-Eriekson) has 
come hack into soap operas via 
four alternate quarter-hours of it 
weekly on CBS TV. 

The serials: Edge of Night, Love of 
Life and As the World Turns. (Part I 
of this money came out of Sunday 
supplements.) 

Nabisco is also latching onto Sky 
King as a Saturday daytime feature , 
on the same network, starting in the 
fall. It likewise will have an alternate I 
20-minute segment of Rawhide. 

This is all in addition to the alter- j 
nate half-hour of Wagon Train on | 
NBC TV. 

Warner Lambert, Derhy Foods 
and Canada Dry this week con- 
firmed half-hour buys on ABC 
TV for the fall. 

For Warner-Lambert it was all of 
the Gale Storm Show, while Canada 
Dry and Derby took an alternate hour 
of Walt Disney. 

ABC TV this week launched in 
New York a series of meetings 
with affiliates' promotion direc- 
tors regarding the network's fall 
program line-up. 

This will be followed by regional 
sessions in Chicago, Dallas and Los 
Angeles. 

In opening New York's meeting, 
Ollie Treyz asked for promotional 
support, claiming "the new season is 
a critical one. We have a marvelous 
opportunity to move ahead to a firm 
No. 1 position." 

Network tv,„sales for specials: 
United States Brewers Founda- 
tion (JWT) for a 90-minute tribute 
to Jerome Kern, on NBC TV Tues- 
day, 22 September . . . General Elec- 
tric (Y&R) will supplement its half- 
hour weekly anthology on CBS TV 
next season with a 90-minute show- 
The Fabulous Fifties, produced by 
Leland Ha) ward, on CBS TV Sun- 
dav, 22 January . . . Westclox 
(BBDO) for a one-hour pre-Yuletide 
attraction — Miracle on 3 \th Street, 
produced by Dave Susskind, on NBC 
TV Friday, 27 November. 
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More network tv sales: National 
Carbon Co. (Fsty), for the World 
W Series Special, an all-star show on 
I the eve of the I WW baseball classic on 

■ NBC TV Tuesday. 29 September . . . 
IK. F. Goodrich (BBDO) will share 
I six programs with I Jell & Howell 
|(McCannl in CBS Reports, a spe- 
Icial series of hour-long information 
I programs presented on CHS TV in 
I prime nighttime hours, to begin in 
I October. 

I Network daytime business : On 
I ABC TV, new orders by Block Drug 
I for three quarter-hours weekly begin- 
ning September; Ex-Lax. for the first 
I time to sponsor a net tv show via 
lone quarter-hour in August; General 
I Foods and Toni for additional quar- 
I ter-hours. 

I On the network radio front: 

• Sales on NBC for the 20-day 

■ period ending 21 July: §1,333,990 in 
I net revenue. Sales highlighted by 20- 
Iweek campaigns by I. J. Grass Noodle 
I Co. (Arthur MeyerhofT) and Quaker 
I Oats (Wherry, Baker & Tilden). 

• The American Red Ball Transit 
ICo. (Ruben Adv.), nationwide truck- 
I ing and moving firm, to enter network 

radio for the first time via a buy on 
Mutual for two-per-week of the new 

. weekly series of five-minute 5:30 p.m. 

I. newscasts. 

• Directors of CBS Radio Affili- 
' ates Association, at a two-day meet- 
I ing in New York last week with CBS 
I executives, praised the first six months 
I operation of PCP, stating it "has dem- 
I onstrated its strength in assuring to 



audiences, affiliates and advertisers 
the continuation of national network 
radio service." 



RADIO STATIONS 



KING, Seattle, is about to rou- 
tine! what it calls "the most com- 
prehensive survey of popular 
music taste ever undertaken."' 

It's an IBM Music Survey, aimed 
at providing a clear picture of popu- 
lar music likes and dislikes in the 
station's coverage area. 

How the poll will be taken: using 
random sampling techniques, 100,000 
survey cards will he sent out covering 
roughly. W/c of the population. This 
will be follow ed-up by a sub-sampling 
of 5.000 non-respondents and supple- 
mented bv 50 individual survevs. 



Charting plans for future expan- 
sion: Top management executives of 
the Star Station Group (KOIL, 
Omaha: K1CN. Denver and K1SN, 
Portland) met last week to sharpen 
sales and programing techniques and 
discuss the several major market sta- 
tions being considered by the group 
to fill up the FCC limit of seven sta- 
tions "as soon as possible." 

Ideas at work : 

• A hot tip from a hot tipster: 
K-POI, Honolulu, rewarding all news 
tips Si for each verified story aired, 
had this unusual call last week: A 
newstipper called in about a home 
that was robbed 10 minutes earlier. 



and when asked why he knew so 
much about it, blithe!) answered that 
lie was the burglar. Since he wouldn't 
gi\e his name, the burglar asked that 
the reward go to the Honolulu Police 
Uelief Association. 

• To aid iiiuclmycrs : WQXK, 
.New York is offering timehuyers a 
quick computer of radio values in 10 
leading markets. It will enable the 
bu)er to see at a glance the number 
of radio homes represented by ratings 
from 1.0 to 1 1.0. 

• It's great to live in Detroit: 
That's the all-out campaign launched 
by WXYZ for local residents. The 
idea: to keep listeners informed on 
what's happening in the area — where 
to go and what to see on specific da) s. 

• The hidden d.j. : To introduce 
its new all-night d.j.. Jim Dandy. 
WSAI, Cincinnati, hid him at vari- 
ous locations in the area, including 
shopping centers and retail stores. 
Dandy announced via telephone 
broadcasts his location and next des- 
tination at hourly intervals. Prize for 
the person nabbing him: $750 worth 
of merchandise. 

• Their way of combating the 
hot weather: When the temperature 
hit 90° in Washington. D. C. WGMS 
scheduled a "Mus-icile"'— playing mu- 
sic for the winter season. To further 
carry out the theme, station is asking 
local advertisers to promote winter 
products during that program. 



Station purchases: WKNB, the 

NBC-owned station in New Britain. 
Conn., to Beacon Broadcasting Co. 



WGR-TV 



Selling the Buffalo-Niagara Falls market 



repeat orders in the nation's 14th market, as anywhere else, are the best evidence of television's 
selling ability, wgr-tv, nbc in Buffalo, is proud that 25 national and 21 local advertisers, who 
have used the station continuously since it started in 1954, have renewed for 52 weeks of 1959 

These, and newer advertisers, will get even better sales results in 1959, as wgr-tv continues 
to provide better service for more viewers in the mighty and prosperous market known 
as the Niagara Frontier. 

For best results in Buffalo from America's most powerful selling medium, call your Petry 
television representative about availabilities on WGR-TV— this year celebrating its fifth anniversary. 

NBC • CHANNEL 2 




A TRANSCONTINENT ST 
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(owned by Sheldon Smerling, execu- 
tive v.p. of Eastern Theatres) . . . 
The FCC has approved sale of W.ISK, 
Minneapolis, to Crowell-Collier for 
$750,000. 

Thisa 'n* data: RAB is set for its 

in-person survey of media buyers of 
leading agencies, with plans to inter- 
view 275 media buyers at some 210 
agencies in 23 cities on 15 different 
subjects . . . WOR, New York will 
carry certain Mutual news broadcasts, 
special events, sports and public af- 
fairs programs . . . Mark Evans, of 
WTOP, Washington, is off globe- 
trotting to tape-record material for 
future programs . . . KCMO, Kansas 
City, is keeping drivers informed via 
its new plane hovering over the city 
beaming direct reports on traffic con- 
ditions . . . WBAL, Baltimore, has a 
'cool' promotional campaign going. 
The bit: an ice-mountain piled up in 
a shopping center's parking lot, with 
shoppers guessing how long the mas- 
sive structure will stand before it 
melts. 



Station staffers: Gustave Nathan, 
to general manager of the Herald 
Tribune Radio Network . . . C. Os- 
car Baker, to president and general 
manager of WPTW Radio, Inc., Mi- 
ami . . . Robert Lees, v.p. of Booth 
Broadcasting and general manager- 
sales manager of WIBM, Jackson, 
Mich. . . . Richard Nason, general 
sales manager, CKLW, Detroit . . . 
Norman Gittleson, treasurer, Lin- 
coln Broadcasting Corp. . . . Ames 
Brown Jr., station manager, WPRO, 
Providence, R. I. . . . James Keough, 
general sales manager, WFEA, Man- 
chester, N. H. . . . David Kyuk, local 
sales manager, Mid-New York Broad- 
casting Co. . . . Joseph Horenstein, 
to manager WIOD, Sanford. Fla. 

Add to personnel appointments: 
Murray Evans, general manager. 
WBAB, Babylon-Bay Shore . . . Wen- 
dell Campbell, managing director, 
KPOP, Los Angeles . . . Bob Coop- 
er, assistant manager and operations 
director, K1CN, Denver . . . Mark 
Olds, program director, WNEW, 
New York . . . Steve Brown, pro- 
gram director and Jim Tate, opera- 
tions manager, KISN. Portland, Ore. 
. . . Ruth Musser, program director. 
WMCA. New York . . . Bob Trwin, 
production manager and assistant 



program director, WHK, Cleveland 
. . . Bud Wendell, program man- 
ager, KYW, Cleveland . . . Sam So- 
mora, Jr., promotion manager, 
WXYZ, Detroit . . . Charles Crock- 
ett, sales manager, KGMB and 
KHBC, Hawaii. 



TV STATIONS 



Dog food and other pet products 
will be spending some $15 mil- 
lion in tv during 1959 — an in- 
crease of 30% over 1958 tv ad 
dollars, according to TvB. 

TvB lists nine national advertisers 
as spending, for the first five months, 
'59, $2,858,593 in network tv and 
$2,441 million in spot. 

Leading network advertiser in this 
field for the first five months: Gen- 
eral Foods' Gaines Dog Meal, bill- 
ing $640,328, followed by Ralston 
Purina's Dog Chow with $590,080 
and Quaker Oats' Ken-L Dog Foods 
at $414,302. 

Gaines was also the largest spender 
in spot tv for the first quarter, billing 
$(567,310. 



On the video-tape front: A joint 
meeting of the American and Nation- 
al League baseball clubs completed 
last week, final arrangements for 
taping 26 ball games for showing 
immediately following the World Se- 
ries. The tapes will be presented as 
a weekly nationwide tv series for the 
fall and winter. Peter DeMet Pro- 
ductions, in Chicago will tape the 
games. 

Just like being in the movies: 
Banker's Life & Casualty Co., 

Chicago is experimenting with a pub- ■ 
lie relations offering for viewers. 
They are sponsoring a Sunday night 
movie, on KCSJ-TV, Pueblo, Colo., 
and dispensing with all commercials. 
Hosts of the show are various mem- 
bers of their Pueblo office staff, but 
no effort is made to sell insurance. 



Thisa 'n' data: The University of 
Michigan's Detroit Area Study re- 
ports one out of every four families 
there have at least two tv sets, with 
about one in 20 homes owning three 
or more sets . . . Ruth Lyons, m.c. 
of .50-50 Club on WLW-T, Cincin- 



nati, is currently introducing her sec- 
ond album: "Our Best To You" . . . 
Baltimore's new triple-tipped tv 
tower will be put into operation next 
week. The unique tower supports the 
antennas of all three Baltimore tv 
stations. 



Treasurer's report : Storer Broad- 
casting Co. reports a net profit after 
taxes for the six months ending 30 
June of $2,714,549. Second quarter 
earnings for 1959 amounted to 
$1,690 million. 

Channel change: Thomas Chisman, 
president of WVEC-TV (uhf ) in Nor- 
folk-Hampton, Va., awarded the grant 
for vhf Channel 13 in the same 
market. 

Personnel notes: Robert Sevey, 
to tv sales manager for The Hawaiian 
Broadcasting System (KGMB- TV, 
KMAU-TV and KHBC-TV) ... Ron 
Scott, to promotion supervisor, WOI- 
TV, Des Moines . . . Sara Martin, 
sales-program coordinator, WLOS- 
TV, Ashville-Greenville-Spartanburg. 



REPRESENTATIVES 



Rep appointments: The Tierney I 
Co., Charleston-Huntington, W. Va. I 
(WCHS-AM-TV and WPLH), to Pe-j 
ters, Griffin, Woodward . . .1 
WSAI, Cincinnati, to Gill-Perna . . . I 
KCRG, Cedar Rapids, to The Bran- 
ham Co. . . . Connecticut State Net- 1 
work (WATR, Waterbury; WHAY, i 
Hartford; WICH, Norwich; WNAB.'J 
Bridgeport; WNHC, New Haven; 
WSTC, Stamford and WTOR, Tor-I 
rington) to Nono Kirby Co. as New 
England representative . . . KBVM, 1 
Lancaster, to B-N-B, Inc. Time Sales | 
as Los Angeles-San Francisco repre-i 
sentative . . . WICC, Bridgeport, to 
Kettell-Carter as New England rep- 1 
resentative . . . KSAN, San Francisco. I 
to Bob Dore Associates. 



Strictly personnel : Jack Hetlier- 
ington, to manager of Daren F. Mc- 
Gavren's new St. Louis office . . . 
Robert Schneider, research man- 
ager and Josepb Dowling, sales 
promotion manager, CBS TV Spot 
Sales. ^ I 
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I MERGER MAN 

(Continued from page 36) 

is producing creative advertising."' 
Mentioning retired Wilton Biow. long 
noted for his flamboyant creative ap- 
proach to advertising, he commented: 
"If Milton were back in the business 
today, he'd own it!" 

Extra revenue: Today's and to- 
morrow's agency must have more 
than the traditional means of gaining 
revenue, because of rising costs and 
slimming profit margins. The 15^ 
isn't adequate, nor is the hope of new 

I business. Because, reasons Mr. Dur- 
ham, an agency must bill an addi- 
tional 10% per year just to stay even. 

His top suggestion for extra and 
new money: from tv programing on 
film. He suggests that agencies and 
advertisers, working together, finance 
pilot films for tv and, in owning them, 
leap the possible rewards of re-sale 

land capital gains allowances. 

Too many agencies "are operated 

las they were 75 years ago," he 
charges, "and they need new think- 
ing about their own management. On 
the matter of pilots, this past May 

I there were 300 bicycling along Madi- 
son Avenue. Probably no more than 
20 of these were sold." 

One reason some of them don't sell : 
"The filmer has no conception of the 

, advertiser's need. Neither agency 

j nor client has anything to do with 
production of the show, yet they are 
responsible for the actual sell — for 
the commercials, the climnte. the mer- 

I chandising, the marketing." 

At this point, he estimates "Every 
39 weeks a filmed tv show builds up 
approximately SI million in future 
revenue from the sale of foreign and 
re-run rights. This money represents 
the capital gain's potential of any 
filmed tv series. 
A (very) few progressive agency 

■ men have worked on the practice of 
star or show property ownership and 
made a great deal of money, far more 
than they ever make on straight 15% 

'commission on business placed, he 
says. (Durham charges that any 
agency's published billing figure is 

! unrealistic, in that its income is reallv 



WNJR 

negro radio for 
metro new york 



tmh some 15% of gross figures 
quoted.) "And we've run across 
many clients in out-of-the-wav places 
who actually thinks the agent'} gets 
to spend all of the money the billing 
figure reveals on its own operations." 

These points of discussion and con- 
sideration among agency managers 
when they think of merger hinge on a 
concept of planning for the long 
range. In the ad counsel's words, 
"Advertising is a service business, 
and service businesses that offer fa- 
cilities must grow and keep growing 
to live. Our only commodity is peo- 
ple." 

That's why a major division among 
his eight involves personnel prohlems 
and planning (the others: agency and 
client management, marketing coun- 
seling, public relations, tv, radio, sta- 
tistical media computations) . 

Bob Durham has broken with the 
consultant tradition of "slide rules 
and head-shrinking." Concerned with 
the depreciation of hrains in adver- 
tising, he's bringing into play con- 
cepts of people which affect every 
phase of agency and client operation. 

He, himself, has been both an agen- 
cy executive and a client. After col- 
lege (Yale. 1937), he worked in the 



mail room at Benton & Bowles and 
moved upward to copvwriling. After 
World War 11 (a bombardier-naviga- 
tor with one of the first American 
crews to work with the French under- 
ground, a ston told in a book he co- 
authored, Hitch. Your Wagon), he 
joined the Metropolitan Life Insur- 
ance Co. and eventually became gen- 
eral supervisor of advertising. From 
there he went to Kenyon & Eckhardt 
as assistant to the president and to 
Knthrauff & Ryan as senior v.p. He 
resigned to open his consulting firm 
almost two years ago. 

His work in agency and client as- 
signments enables him to talk the 
language of his own clients, among 
whom are major national advertisers, 
as well as eight advertising agencies. 
Four of them are in the "top 10." 
Mr. Durham says, but he keeps their 
identity confidential. Why? "Be- 
cause my value is in a behind-the- 
scenes effort. The work 1 do in many 
cases is completely confidential." 

Word of his maneuvering has 
seeped through all advertising strata, 
and he's recognized as "the man be- 
hind the mergers.'" But the how's and 
when's of merging remain his secret 
specialty. ^ 




NO, THIS IS "KNOE-LAND 

(embrocing industrial, progressive North Louisiana, South Arkansas, 
West Mississippi) 

JUST LOOK AT THIS MARKET DATA 



1 1 



Population 
Households 
Consumer Spendable 

Food Sales 

KNOE-TV 

According to April 1959 
7 days a week. During 



Drug Sales 
Automotive Sales 
General Merchandise 
Total Retail Sales 



S 40,355,000 
S 299,539.000 
$ 148,789.000 
SI, 286,255,000 



1,520,100 
423,600 

Income 

$1,761,169,000 
$ 300,486,000 

AVERAGES 78.5% SHARE OF AUDIENCE 

ARB we average 78.5% share of audience from Sign On to Sign Off 
361 weekly quarter hours it runs 80% to 100%, and lor 278 weekly 
quarter hours 92% to 100%. 

CBS • A B C 

A James A. Noe Station 

Channel 8 Represented by 

Monroe, Louisiana H-R Television, Inc. 

Pkntu: Spencer Chemical Companp's Yicksbury, M ississippi t Works, where nitrogen products 
for industry and ttiprtculturc are produced. 



KNOE-TV 
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HITLER 

WAS 

RIGHT! 



Bradford R. Hitler, consultant 
to WVET Radio in Rochester 
on matters of race prejudice, has 
come out against the 100-yard 
dash, and we think he's right. 
This event will not be broadcast 
in any track and field meet we 
may cover. We will, however, 
carry not only MONITOR, but 
will become the first station in 
the nation to offer MERRIMAC 
when we join the NBC Radio 
Network on August 1, 1959. 

NAT'L REPS: The BOLLING CO. 



CHECK J'antL - 
DOUBLE CHECK £ 



r 





V 

WTHI-TV offers the 
lowest cost per thousand 
of all Indiana TV 
stations! 

vv 

One hundred and eleven 
national and regional 
spot advertisers know that 
the Terre Haute market is 
not covered effectively 
by outside TV. 

WTHI-TV 

CHANNEL. IO • CBS— ABC 



TERRE 
HAUTE 

INDIANA 

Represented Nationally 
by Boiling Co. 
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Tv and radio I 
NEWSMAKERS 





Leslie T. Harris has been named manag- 
ing director of the newly created Interna- 
tional Tv Production Division of ITC (In- 
dependent Tv Corp.). He is currently v.p. 
of CBS Films in N.Y., a post he has held 
for the past six years. Harris' background 
includes a stint as independent producer 
of radio and tv programs; director of 
radio and tv for Colgate; national pro- 
gram director for NBC Badio and director of radio for B&B. In his 
new post, Harris headquarters in London with Associated TV, Ltd. 

Ceorge Kapel has been appointed general 
sales manager of WTOL-TV. Toledo. He 
formerly spent five years in the same posi- 
tion at KXTV (until recently KBET-TV), 
Sacramento. Previously, he was station 
manager of KOMU-TV, Columbia, Mo. 
Prior to his six years' tv experience, Kapel 
was station or sales manager for WAAB, 
Worcester, Mass.: WDYK. Cumberland, 
Md. and WDXE. Elkins, W. Va. He is a graduate of the U.,of 
Oregon and sened with Counter-intelligence during World War II. 

Chaining M. Hadlock is the new direc- 
tor of radio and tv for The James Cliirurg 
Co.. advertising agency with offices in 
N.Y. and Boston. He had been v.p. and 
director of radio/tv for the Bose-Martin 
Agency in JN.Y.. and prior to that, an 
account executive with Quality Bakers of] 
America and with Cunningham & Walsh. 
In his new post, Hadlock will supervise 
radio/tv activities on such accounts as Crayola. Blackstone Cigars, 
& Welch Candy. He is a member of UTES and N.Y. Media Planners.! 



Jerry Franken was named, last week, di- 
rector of public relations for National 
Telefilm Associates ( NT A ) . He joined the 
film outfit in February of this year, when 
the company acquired Gross-Krasnc-Sill- 
erman. He served, with the latter, as as- 
sistant to the president. Prior to joining 
G-K-S. Franken was public relations direc- 
tor for Television Programs of America 
iTPAl; with Lester Lewis Associates; radio/tv editor 
board and on the staffs of Variety and the New York 





of The 
Times. 



Bill- 
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HEVROLET 

\ (Continued from page 32) 

(Chevrolet's annual radio broadcasts 
of the Soap Box Derby, Dinah's pres- 
ence and participation in these events 
have added much prestige. 

The Soap Box Derby has been a 
regular Chevrolet-sponsored radio 
feature for some years: it takes place 
lever) slimmer. It was the realization 
of the summer radio audience that 
particularly struck Chevrolet strate- 
gists along in the summer of 1 954. 
This, coupled with the growing 
awareness of the changing pattern 
of all year buying and the conviction 
ihat tv viewing ebbed somewhat tlur- 
Ping the hot - weather, out-of-door 
months led Chevrolet to up its radio 
advertising then. They bought the 
Robert Trout and Alan Jackson news- 
leasts on CBS 12 times a week on 206 
stations (these Chevrolet Newscasts 
still continue I and thus began a year- 
Iround radio effort. 

Since 1956. the cop) approach of 
Chevrolet in its radio commercials 
Ihas been refined. Until then, prac- 
I iically every commercial was a fac- 
Itnal, "nuts-and-bolts'' message on the 
mechanical or styling superiority of 



NEW YORK 



HOTEL 

WINSLOW 

EAST SIDE | 

Madison Ave. 
at 55th St. 

SMART 
MIDTOWN 
LOCATION 



One block from Fifth Avenue's 
famous shopping area. Near 
theatres, Radio City, restau- 
rants, cafes, business and 
cultural centers. Newly deco- 
rated rooms with private 
bath. Free radios. Air-condi- 
tioning and TV available. 

Daily rates from $6.50 single 

from $8.50 double 

Wrife for descriptive brochure. 




its models. But. with the over-all rise 
in radio copy creativity. Chevrolet 
has been adding the "light touch." 

W ith greater fieqnenc) of commer- 
cial** airing, and on a \ ear-round 
basis, the Campbell l\wald cop\ de- 
partment was faced with the challenge 
of adding more entertainment value. 
The result is a lot of new radio com- 
mercials — sugar-coated with comedy 
— but actually hard-sell. 

For an idea of what has been added 
to Chevrolet commercial copy ap- 
proach, here are some contrasts: 

From a fall 1956 radio announce- 
ment: "No other car gives you the 
performance of a '57 Chevrolet ! For 
no other car in an) price field offers 
you these two high-performance fea- 
tures: fuel injection and Turboglide! 
Ramjet fuel injection, the greatest 
engine advance since the overhead 
valve, completely eliminates the car- 
buretor and gives you instant engine 
response . . ." 

And here are some bits from more 
recent commercials that show the 
"sugar coating": "Tweedledum and 
Tweedledee/Are such a lively pair!/ 
With Turbo-Thrust and Turboglide/ 
They travel everywhere." (This is 
punctuated with piccolo and drum). 

And another intro for an Impala 
commercial: "One Impala. two Im- 
palas, three Impalas. four 'Twice as 
man) models as Che\ y made before." 

Then, of course, there's Dinah 
Shore singing "The fun. the fun. the 
fun is in the going — /Come rain or 
shine or snowing. . . ." 

It is not surprising thai Chevrolet 
has built much of its air campaign 
around personalities like Dinah 
Shore, for in its long history of radio 
advertising this CM Division has asso- 
ciated with man) other great names. 

In the 193()'s, it sponsored such 
greats as Fred Allen. Al Jolson I Chev- 
rolet was liis first radio sponsor). 
Jack Benny. James Mellon. Jan 
Peerce, RubinofT and news connnen- 
lator John 15. Kenned). 

The orchestras it sponsored during 
those years were of matching stature: 
lsliam Jones. Frank Black, Victor 
Young. Cus llensben. 

A comparison of either the car 
business or adv ertising of the 30 s 
with today shows up many changes 
in both. But significant is the fact 
ihat blue-chip, industry -pacer Chev- 
rolet lias anticipated all the changes, 
has made them — along with radio — 
work to its advantage. ^ 



SO NICE 

TO COME HOME TO . . 
(KOBY • San Francisco) 





KOIiY's gtu tile moid for being ";n 
inline" wiili San lranciscans. And they 
come limine irilh KOBY, loo — iiCCausi 
tiiis loyal audience keeps its cat radios 
limed to KOBY day and night, 
t hat's why your products and services 
ottered in San I'rantisio ua KOllY gel 
hig audience and si'tl fast! 



10,000 Watts 
in 

San Francisco 



See Peiry — and drive your sales sfory home 
on KOBY! 

lor Greenville, Miss.-WCJVM 
(When you're in Demcr. slay at the Imperial 
Moiel, 1728 Sherman, cltnvniown.) 

Mid-America Broadcasting Company 



A SIGHT TO SEE! 



KTLE 



CHANNEL 6 



TELEVISION STATION 



BASIC NBC 

REPRESENTED NATIONALLY BY 

FORJOE & COMPANY 

Ntw York - Chicago - lot Angeles - Atlanta 
San Francisca - Philadelphia 
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lO-SECONO SPOTS 



SPONSOR 



Radio's, healthyijoptimism 

Boh Teter of PGW put on an extraordinarily successful 
two-day seminar on "Spot Radio's Time is Now!" at the 
Biltmore last week. (See page 38.) 

What impressed us most ahont the meetings (aside from 
the smoothness and precision with which they were carried 
out and for which Bob should take a bow) was the quiet, 
realistic and healthy optimism displayed by the executives 
from the stations PGW represents. 

All too often when radio men get together they tend to be 
either blindly enthusiastic or unreasonably gloomy about the 
state of their business. 

This was not the atmosphere at the Biltmore last week, 
however. The station men attending the sessions discussed 
their problems courageously and constructively, and with 
a quiet confidence which sponsor applauds. 

Radio has real reason to feel optimistic about the future 
when such a healthy spirit pervades its meetings. 

Radio's Blue Ribbon Users 

As part of its campaign for greater recognition of the 
power of radio as an advertising medium, sponsor begins 
this week (page 29) its new series on Blue Ribbon Radio 
strategy. 

We believe that you will find this series outstandingly 
helpful and informative. 

In preparing it, we have departed fomewhal from the 
"case history" formula for which SPONson has been famous 
over the years. 

In the Blue Ribbon series we will be dealing with adver- 
tisers, many of them large companies who use radio, not 
necessarily as their only advertising medium, but as an im- 
portant part — of an over-all marketing plan. 

The Blue Ribbon scries will stress the thinking, tactics and 
strategy which these major advertisers use in their radio 
decisions. We will welcome your comments. 

THIS WE FIGHT FOR: Aivareness of the 
broadcast industry that even the toughest sales 
problems can be licked by cooperative efforts. 
Let's not lose steam by fighting among ourselves. 




Delicious: Leo Burnett, Chicago, has 
become identified with the bowl of 
apples in its waiting rooms to the 
point where they have put out an en- 
tire brochure called, "The Apple 
Story." Most revealing bit, ". . . we 
are getting rid of the round, red 
fruit at a clip of more than 111,000 
a year in our five offices." What 
Johnny Appleseed started, Burnett 
will finish. 

Virago: A husband complained in a 
cross suit for divorce that his wife 
not only forbade him beer and to- 
hacco in their home, but refused to 
let him watch tv shows sponsored 
by brewing companies. — Charles V. 
Matin's. 

Believe it or — : From a man-in-the- 
know at RAB, we have just learned 
why it is that a package picked up by 
a messenger service at 10 a.m. from 
an agency just across the street may 
not arrive at your office before 5 p.m. 
Seems there is in the center of the 
Madison Avenue area a huge sub- 
terranean cavern (exact site not dis- 
closed) which features dancing girls, 
free beer, and various games of 
chance. This is known as "Messenger 
Heaven," and here hide out messen- 
gers between pick-up and delivery. 

Considerate: Press release from 
KRON-TV. San Francisco— 
"When KRON-TV's art director Bill 
Wagner got an order for a swimming 
pool full of water it presented no spe- 
cial problem. He merely left the 
faucet on for a good long time. But 
how do you get rid of 450 gallons of 
wetness when you're through with it? 
You can't let the stuff slop around on 
the floor because it might get into the 
basement and ruin all the Chronicle's 
newsprint. That's right, fellas, keep 
the air vs. print fight clean. 

Tip: For the distaff side of the agen- 
cy business, or what Shep Meade 
would call "the four-window girls," 
here's a true story on apartment hunt- 
ing in Manhattan: An adgal with a 
miniature Schnauzer named Tuffy is 
practically the tenant of a new Green- 
wich Village apartment, thanks to — 
the Schnauzer. Seems on his walks, 
her dog made friends with the dog be- 
longing to the apartment superinten- 
dent. 
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What 
did the Governor 
say to the Newsman? 




Congratulations are in order! 

Oklahoma Governor J. Howard Edmondson (left) offers his 
congratulations to WKY Radio News Director Bob Flournoy 
(right) for the station's consistently outstanding news 
coverage. 

(WKY Radio has received the Oklahoma Associated Press 
Award for Outstanding News Coverage the past four out of 
five months.) 
When it counts— 

Oklahomans turn first to WKY Radio. 



LATEST SHARE OF 


AUDIENCE 


Station 


Hooper 


Pulse 


WKY 


49.7 


37.5 


"B" 


24.0 


22.5 


"C" 


8.5 


13.5 


"D" 


5.1 


11.0 


Daytime Averages 






May-June Haaper 


& March 


'59 Pulse 




RADIO 930 



THE WKY TELEVISION SYSTEM, INC. 
WKY-TV, OKLAHOMA CITY 
WTVT, TAMPA-ST. PETERSBURG, FLA. 
WSFA-TV, MONTGOMERY, ALA. 
REPRESENTED BY THE KATZ AGENCY 



What's missing in this pictm 




WDOK 



No picture of "The Best Location in the Nation" is complete with- 
out the sound of WDOK's better music for Northern Ohio. Since we cannot photograph a sound, 
let's just say you must hear it to believe it and then you'll like it, too.* 

WDOK has a quality audience, largely adults. Adults who are able 
to bny and persuade others to buy. In fact, there is nothing else like it in Northern Ohio. WDOK 1 
was first in complete album programming; first with classical programs; first with music unlimited 
(separate FM operation); first with regularly scheduled stereophonic broadcasts; first with the Hi- 
Fi Fair. 

'^Cleveland is a bustling metropolis with one of the largest spendable incomes per capita in the United 
States. The latest Nielsen report shows WDOK as No. 2 and No. 1 in the Cleveland market. 

THE CIVIC BROADCASTERS, INC., 1515 EUCLID AVENUE, CLEVELAND 15, OHIO I 
REPRESENTED NATIONALLY BY BROADCAST TIME SALES 



